gon bother the man who has lled a roor 
cooler in his office or home or discovered 
the benefits of ventilating fan. 


NEW APEX SPJRAL DASHER POSITIVELY WASHES 


® Dealers who are selling the new Apex washers have the 
strongest, most convincing sales story provided by any 
electric washer. Extensive surveys show that most women 
want their clothes washed cleaner and faster. Tests prove 
that the new scientific Apex Spiral Dasher washes clothes 
cleaner and faster than any other washer, yet it is gentle, 
even on silks. Prospects whom you are now losing will 
sign on the dotted line when you show them how the 
new Apex Spiral Dasher outwashes all other washers. 
Write us today for complete information, and make the 
sales you are now losing. 


APEX FOTAREX CORPORATION, Cleveland, Ohio 


jubsidiary of THE APEX ELECTRICAL COMPANY 
Weet of Denwer. \PTT wre. cO, Oakland, Cal. In Canada: CANADIAN CORPORATION Oat. 


THESE TESTS PROVI) 
CONVINCING PRO( 


Apex and four other leading washers were subjecie 
extensive tests conducted under most exacting condj 
and checked by latest scientific methods. Apex defi 

proved the fastest and cleanest of all. 


MAKE POUNDS| MINUTES DEGREE TIME REQUI 

PER TUB; PER TUB | CLEANLINESS] TO WASH 3% 
APEX |9 Lbs. |6%2 Min.| 89% 26 Min. 
“BY 19 Lbs.| 8 Min. 89% 32 Min. 
“C" 19 Lbs.| 8 Min. 68% 32 Min. 
“D” 17 Lbs.| 8 Min. 72% 40 Min. 
“Ee” 16 Lbs. | 8 Min. 83% 48 Min. 


Exact pounds of clothes recommended by washer man 
turers were used in each test—and Apex proved the { 
of all, averaging 1/4 faster. 


maxe oF] wasuine | _ 
APEX 9 Lbs. 8 Min. 99.82% 
9 Lbs. 8 Min. 89% 
a 9 Lbs. 8 Min. 68% 
“o 7 Lbs. 8 Min. 72% 
a 6 Lbs. 8 Min. 83% 


Tests after tests were made using the same amount of 
and same duration washing time—and again Apex e! 
the winner, averaging % cleaner clothes. 


Shirts washed in the Apex Spiral Dasher Washer for et 
lent of more than 10 years proved gentleness of 
Clothes were still in wearing condition, without tear. 


AGITATOR! AGITATOR| AGITATOR| AGITAT 
i, WASHER | WASHER| WASHER | WAS# 
Ge "D" 
‘SPIRAL 
‘DASHER 


240 
360 $0. IN. 160 140 
$0. IN. 100 $0.18 


‘SONS Vans | BOTH SIDES VANE | SIDES VANE] BOTH SIDES VANE | 20TH 


Apex scientifically designed Spiral Dasher has 120% 
more washing surface than nearest competitor. 
washing surface plus perforations, cleansing ridges 
spreader cups assures fastest, cleanest washings. 


When you show how the NEW outwashes all 
| 

a 
a 
| 
| 
PEX IS GENTLE ON CLOTHES | 
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PRELIMINARY examination of 
A the figures on manufacturers’ 
sales for the first six months of 
1938 would seem to bear out a little 
of the gloom that has been reflected 
throughout the industry recently. Sales 
generally have shown a dropping off 
from the six months of 1937 of ap- 
proximately 42%. It should be borne 
in mind, however, that May and June 
figures, from 1934 on, have generally 
shown a sharp decrease and then grad- 
ually accelerated after the summer 
months beginning with October and 
November. In other words, while ob- 
viously we are confronted with a busi- 
ness situation that is not as cheerful a 
one as prevailed last year, yet the 
decreases are mostly seasonal. 


Some Six-Month Figures 


HERE were 921,281 household 

electric refrigerators sold in the 
first six months of 1938, a decrease of 
45.9% from the same period of 1937. 
Electric washing machines showed a 
decrease of 42.8% from 1937, with 
sales of 487,391 units. Gas engine 
washers were close behind with 55,504 
units sold in the first six months of 
1938, a drop of 44.3%. Ironers fol- 
lowed about the same course with 
51,349 units being a decrease of 45.8% 
from the six months period of 1937. 
When we come to vacuum cleaners, 
there is a somewhat brighter spot, as 
floor type machines showed a six- 
months sale of 521,775 units, a de- 
crease of only 27.7%; on the other 
hand, hand cleaners showed about the 
general average decrease of 37.1% on 
the 157,408 units sold. 


Retail Sales 


T has been our conviction that while 

manufacturers’ sales have shown 
fairly heavy decreases over last year, 
much of this might be attributed to 
heavy inventory conditions in both 
dealer and distributor stocks. For the 
past three or four months, therefore, 
we have been gathering figures re- 
leased by the Department of Commerce 
on retail sales in 21 states which have 
shown that the average decrease in 
retail sales of appliances is far less 
than that reported by manufacturers. 
The month of June, however, showed 
for the first time since the beginning 
of the year a decrease in retail sales 


Month 


RETAIL SALES OF HOUSEHOLD APPLIANCES BY INDEPENDENT STORES, 
COMPARED WITH MANUFACTURERS' SALES OF ELECTRIC REFRIGERATORS 
Retail Sales Manufacturers’ Sales 
(Furn. & Hshid. Appliances) (Electric Refrigerators) 
June 1938 June 1938 June 1938 June 1938 
vs. vs. vs. vs. 
States May 1938 June 1937 May 1938 June 1937 
East North Central (4 states) —15.4 —40.9 —45.3 —66.5 
—21.0 —28.9 —46.9 —58.6 
+ 03 —22.4 —52.2  —65.! 
West North Central (4 states) —11.5 —16.8 —40.5 —57.1 
—99 =—I49 —41.8  —50.0 
—13.9 — 09 —57.3 —61.9 
— 99 —21.3 —27.7 —58.8 
—17.2 —16.3 —50.4 —58.8 
South (5 states)....... —2.2 —17.5 —24.2 —51.6 
— 17 —16.8 — 7.6 —64.6 
—55 $—27.7 —50.4 —75.I 
—108 —I13.5 —30.5 —553 
+06 —14.0 —224 —319 
West (4 states)............. + 2.0 —19.3 —41.9 =—48.6 
+ 82 —15.4 —42.3 —36.1 
+07 —173 —9.2  —49.! 
+ 9.1 —28.8 —43.5 
+54 —28.7 —62 —54.! 
—5.0 —25.1 —40.3 —59.1 
COMPARISON SUMMARY—1938 vs. 1937 
Retail Sales Manufacturers’ Sales 
Ist Quarter 1938 vs. Ist Quarter 1937. —17.8% —43.8%, 
April 1938 vs. April 1937............. —24.4%, 37.1% 
May 1938 vs. May 1937.............- —26.8%, —46.7%, 
—25.1% —59.1% 


compared with the previous month— 
small,,it is true, amounting to but five 
per cent—and this decrease might very 
reasonably be explained on the basis 
of normal seasonal decline in retail 
buying from the spring months. Here, 
again, the picture has its bright spots, 
with retail sales showing increases on 
the West Coast, as well as slight rises 
in Wisconsin and Texas. 


Prices 


HILE we are on the subject of 

decrease in manufacturers’ sales 
and in retail sales, it is interesting to 
note that price levels seem to have been 
fairly well maintained during the six 
month period of 1938—which is cer- 
tainly a sign of stability and health in 
the distributing structure. Of the total 


electric washer volume in the first six 
months of 1937, 77.3% of the sales 
fell in the bracket of $50 and over. 
In the six months of 1938 this had de- 
clined to only 76.5%. in the same 
bracket. Other appliances seem to 
have held their price structures along 
comparably even scale. 

* * 


Looking ahead, it is encouraging to 
note that most of the major business 
indices point to a revival of both con- 
sumer and trade buying in the early 
fall. Perhaps it is not too much to hope 
that this tendency will do much to 
overcome the summer buying slump. 
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This General Electric kitchen display 
helps establish Mr. Reina’s store a 
headquarters for General Electric prod- 
ucts in Ulster County. 


' Mrs. Rich, Kingston housewife, says, 
**My complete General Electric kitchen 
has been a blessing, and I have neve 
had a bit of trouble with any ¢ 


the appliances—large or small.” 


**People like to buy electrical products from 
responsible dealers’, says Mr. Reina. Dis- 
playing the complete line of General Electric 
products helps to establish your size and 


== 
== 


importance with your customers.” 
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says Al Reina, 


I TOOK over this store in 


1935. Since then I have tripled 
my volume in this territory and 
this year Iam 30% ahead of °37. 


‘The steady increase over these 
3% years is a result of becoming 
headquarters for all General 
Electric products . . . of asso- 
ciating my own name and repu- 


tation with General Electric. 


“Whenever possible I added 
new General Electric products: 
in the last 18 months the General 
Electric Radio, General Electric 
Air Conditioning, and General 
Electric Oil Furnace. While 
these lines have contributed to 
my volume this year, they have 


NDISIN 


Kingston, N. Y. 


also directly helped me obtain 
an increase in sales of General 
Electric products which I have 
carried for longer periods. 


“This experience has satisfied 
me that the only way to get the 
full benefit of General Electric 
consumer acceptance is to carry 
theGeneral Electric full line. My 
1937 volume of more than $100,- 
000 would have been impossible 
in this territory of 6,000 fam- 
ilies without it.” Al Reina 


Al Reina, like smart dealers everywhere, is cashing in on 
General Electric's great consumer acceptance. A recent survey 
made by the Psychological Corp. of the largest U. S. manufac- 
turers shows General Electric in the lead. It's this fact that 
makes the G-E full line operation so profitable, permits G-E 
full line dealers to live in homes like Mr. Reina’ s pictured below. 
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Union 


hits 


A veteran Chicago dealer, J. G. 
Strader, heads up the dealer 
association. 


This union sign hangs in Chi- 
cago stores. 


7 XO get over an understanding of 
several things which are taking 
place at the same time, movie 

directors employ what is called a flash- 
back. So that you can button up in 
your mind the basketfull of retailing 
news that has been dumped in Chi- 
cago, permit us to use this motion 
picture technique: 

Flash—A beehive industry which is 
revolutionizing home living. Up, up, 
up go sales figures on appliances. 

Flash—Anywhere from 1,200 to 
3,500 Chicago electrical dealers, dis- 
gruntled, making little or no profit 
from their operations. 

Close-up—Topnotch retail salesmen 
getting as little as $12 to $15 a week 
for their mightiest efforts. 

Something is screwy in Denmark, 
as the bard would say. The spectacle 
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The 


Local 164. Both are determined to 
get action. 

Possibly you can hark back to that 
era of FHA financing. When U. S. 
Government guarantee against 20 per 
cent of losses encouraged nearly 
everyone who had the notion to go into 
the appliance field. It was a riskless 
business then, and dealerships sprouted 
like wildflowers. Came the dawn, 
however, and that ended that. 

With a market overstocked with 
dealers and salesmen, it was natural 
to turn to price shading and fanciful 
trade-in allowances to attract business. 
One dealer who regularly gave away 
20 per cent of his profit complained bit- 
terly when others gave away 30 to 
40. Salesmen were squeezed too, and 
before long the best men were working 


Taking their cue from Milwaukee, a Dealer 


Association of 200, a Salesman’s Union of 1223, 


Join Hands to Force Selling at a Profit 


By 


of want in the midst of plenty, the 
dissipation of profits from a public that 
is buying, the endless effort of spec- 
ialty selling which comes to naught— 
these are the economic murmurings 
which have started the ball rolling 
toward an end which none can fore- 
see. 

Converging together are two groups, 
the Illinois Radio & Electrical Deal- 
ers’ Association, and the Retail Appli- 
ance and Furniture Salesmen’s Union, 


TOM F. BLACKBURN 


on a 50-50 split of any profit obtained 
from a sale, often $5 or less. 

Two veterans were M. F. Darling 
and R. F. Hauser of the Logan Appli- 
ance Company. Used to working hard 
and earning a good living, they saw 
that work, hard work, was no longer 
the answer. Learning some of the 
union’s technique it was they, with J. 
Grupell and others who organized the 
Retail Appliance and Furniture Sales- 
men’s Union, Local 164, which is affi- 


liated with the Retail Clerk’s Inter- 
national Protective Association, a 
member of the American and Chicago 
Federation of Labor. 

Meanwhile Chicago dealers were 
uttering low growls of discontent. 
Organizations among them had started 
as long ago as 1923, with the old 
National Radio Dealers Association. 
This blew up, to be succeeded by the 
Midwest Radio Trade Association, 
and in 1934 the Illinois Radio & Elec- 
trical Dealers Association was 
founded. With the election of a 
veteran dealer as executive secretary, 
J. G. Strader, with the opening of a 
new headquarters at 228 North Lasalle 
Street, new zip was breathed into the 
association. 

Concurrently a code of ethics and 
fair trade practices was drawn up 
which had teeth in it, and signed by 
150 dealers. Meanwhile a drive goes 
on to enroll all of the principal firms 
in the city. 

Pressure has been brought to bear 
to cause distributors to sign agree- 
ments under the Illinois Fair Trade 
Act. At present nearly all the radio 
wholesalers and one of the refriger- 
ator distributors have done so. When 
new merchandise begins coming in, it 
is believed that all will do so. En 
couragement given to those who acted 
in this direction in 1937 is promising. 

Over at union headquarters at 1608 
Milwaukee Ave., the code of ethics 
and fair trade practices of the asso- 
ciation have been adopted and are 
being enforced. “The violation of the 
Fair Trade contracts not only hinder 
salesmen from earning a living, but 


also constitutes an unfair trade prac- J 


tice . . . tending to demoralize the 
industry and prolong the recession.” 
Summing up, we have three points 
of pressure on selling: 
1. The Illinois Fair Trade Act gov- 
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feature of the contract. 
= may terminate a salesmen’s employ- 


erning resale expected to be signed by 
distributors. 

2. The Code of Ethics and Fair 
Trade Practices Agreement signed by 
dealers which permits them to fine 
yiolating members up to $200. 

3. The Salesmen’s Union which 
packs up the dealers and is in a posi- 
tion to do a lot of enforcing, thanks 
to its salesmen who can be pulled from 
violating stores. 

With the salesmen, a minimum 
weekly salary of $25 is agreed upon, 
whether the arrangements call for a 
straight salary, salary and drawing ac- 
count or drawing account. Salesmen’s 
commissions are figured on the net sale 
of merchandise sold, exclusive of 
finance charge, sales tax and trade-in 
allowance. After 120 days from date 
of delivery of merchandise to custom- 
ers, salesmen are not charged or re- 
quired to pay any commission by 


§ reason of return, repossessions or re- 
plevins. 


Commissions are payable at 
time of salary or drawing account is 
paid and seniority in lay-offs is a 
Emplover 


ment when the sales during a single 
month does not earn commissions to 
the amount of his drawing account. 

Much of the potential dynamite in 
the sales of the union lies in the fact 
that a union is not as responsible a 
body as a dealer or an association. 
The union can go far beyond the pale 
in its efforts to enforce its terms. Just 
what the outcome of a strike between 
union and dealer would be, remains 
to be seen, but it is obvious that a 
dealer with his plate glass window. 
his dependency on the good will of the 
community, is not any U. S. Steel 
Corporation barricaded behind high 
fences and acres of waste land. To 
date, however, the union has been 
ethical in its activities toward per- 
suading dealers. 

Danger of this effort to “jell” price 
mark-ups and prices, according to one 
commentator is the fact that it tends 
to hold an umbrella over the mail 
order houses. 

Difference between refrigerator 
prices in one leading retail outlet and 
ina mail order house as this is written 
are as follows: 


Popular Make Mail Order 
Brand Brand 

4 cu. ft. $144.50 4 cu. ft. $144.50 

5 cu. ft. $184.50 5 cu. ft. 


Not carried 
6 cu. ft. $214.50 6 cu. ft. $169.50 
7 cu. ft. $239.50 


7 cu. ft. 
Not carried 

8 cu. ft. $264.50 8 cu. ft. $179.50 
“Price cutting,” this comnientator 
went on, “was simply the force of 
the law of supply and demand trying 
‘0 even up a competitive situation. If 
permitted to go far enough it would 
Cause enough dealers to cease to sell 
tlectrical appliances, as there would 
no money in them. Trade would 
be ultimately restricted to a small 
stoup which would again be making 
a profit. However, such a process is a 


| Painful one, and the activity of dealer 


Organization and salesmen union is a 


move to sidestep this slow erosion of 
business,” 


Why Helped Start 


Union 


An interview with M. F. DARLING, President 
Local 164, Retail Appliance and Furniture Salesmen’s Union, Chicago 


give up selling appliances and 
help start organizing a union. 

That push was the fact that after 
ten years experience in retail selling, 
I couldn’t earn as much as I did as a 
cub. Sure, I sold a lot of appliances, 
but there wasn’t any money in them. 
I covered more ground, saw more 
prospects, did all that the pep conven- 
tions recommend, but still no soap. 
Mind you, it wasn’t sour grapes—an 
army of Chicago peddlers were in the 
same boat with me. 

A salesman expects to run into a 
lot of poor prospects. But when he 
works hard on a family and heats 
them all up on an idea, it takes the 
heart out of him when he calls back, 
gets a “ha ha” from them, and learns 
they’ve gotten smart and bought their 
box wholesale. 

The Chicago dealer was in the same 
boat as his men. Some 20 outfits selling 
at near wholesale were bankrupting 
1,200 dealers trying to sell at list. 
Purchasing agents with all the big 
corporations would get anything for 
employes or their friends at whole- 
sale. One firm at Argo even showed 
refrigerators in its restaurants with 
sign quoting discounts. Mark my 
words, if this situation isn’t straight- 
ened out in a year, 50 per cent of 
Chicago’s dealers will either be han- 
dling other lines or out of business. 
The drift away of salesmen has begun. 
Keep wholesaling at retail, and in- 


L took a big push to get me to 
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dustrial peddling up long enough and 
the entire field ‘will eventually be left 
to parasites who merely scalp the 
business and do nothing to create it. 


Of course the Chicago distributors 
could stop industrial and near whole- 
sale selling any time they wanted to. 
But who are they to slap the wrists of 
their best volume customers? They 
are getting their profits. Of course 
it must be allowed that distributors are 
squeezed from above for volume. So 
they avoid any action under the Illi- 
nois Fair Trade Act. Some radio 
wholesalers have come in, but only 
one refrigerator outfit to date. 


Well, the net of it all was that 
dealers and salesmen could see they 
had to take things in their own hands. 
Today the dealers have their organ- 
ization, and we at 1608 with our union 
are working hand in glove with them 
to clean up the situation, 


I think that a minimum wage and 
specified working hours are the only 
decent thing for retail salesmen. Ever 
since immigration stopped, the sales- 
man has been the one who is kicked 
around. Anyone out of a job, rela- 
tives, kids fresh from school, people 
who can cadge a free sales from rela- 
tives—all these step in and foul the 
nest for legitimate salesmen. This 
competition permits conditions which 
are unthinkable. Why should a dealer 
pay rent, pay for advertising, pay for 
signs, for coal, electricity, water, even 


for window washing—and then.expect 
salesmen to work for nothing? It 
isn’t done in a shoe shop, and it” Has 
no business being done.in an electrical 
dealers store. 

You and I know that every sales- 
man runs into a lot of think-it-over 
prospects. He puts the story up to 
them, peps them up, and eventually 
they buy. The sale may come months 
later, but that salesman deserves the 
credit. Under our present set-up, he 
doesn’t get it. He does all this adver- 
tising for nothing. Under our union, 
he will get paid for this work. 

I think the manufacturers ana dis- 
tributors have had it pretty nice sit- 
ting back and watching dealers and 
salesmen take it on the chin. They 
get their profit. Tomorrow, I believe 
a fair set-up is going to be one in 
which the distributor ties up a dealer 
so that he cannot switch lines on him, 
then subsidizes some of this cost of 
ringing doorbells. Already I have 
heard of steps in this direction. 

Will forcing the trade to sell at 
legitimate prices hold the umbrella 
over the mail order houses? No, I 
don’t think so. Appliances are bought 
as a result of the enthusiasm you 
engender. You buy an idea. There 
are always groups that go price hunt- 
ing, but it doesn’t include all the popu- 
lation. There is a very good business 
for dealers who employ good sales- 
men, and present their story ener- 
getically. 
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Dealers “Uhink 


O subjects of conversation— 

dough and dames excepted— 

interested men quite as gener- 
ally, in locker room, smoking car or 
‘round the stove, as shaving. From 
the days when Grandpaw whittled 
away with his long blade at a razor- 
strop and had his name embellished 
in gold on his favorite shaving mug, 
there have been likes and dislikes, pet 
peeves and fond loves for one or an- 
other device which would soften up 
the daily chore of scraping the barbed 
wire off the chin. 


Give a man a smooth, clean shave, 
easily and quickly done with some new 
razor or cream or blade and he goes 
around button-holing his fellowmen, 
fixing them with a glassy stare, and 
launching into monologue about his 
latest discovery. 

It was to be expected, then, that 
when the electric razor or dry shaver 
sprang into being—a neat little device 
that sent to the ashcan all the brushes, 


the blades, the creams and other jaw- 
scratching paraphenalia—that some- 
thing happened as newsy as Queen 
Mary jiving it in a hot spot with the 
rest of the jitterbugs. 

“Just a new fad” said the wise guys 
at first but when a couple of million of 
the things had been exchanged across 
counters for $15 and $20 per, the 
great shaving public, which means 
men and women both, began talking 
electric shaving and one of those con- 
tinually recurring phenomenons —a 
new industry—was born. Nor was it 
unnatural that the public should ques- 
tion the potential merits of the new 
device. They had plugged a box into 


Herewith the results of a comprehensive 


survey and the answers to a lot of 


questions you have been wondering about 


an outlet and it made ice cubes; they 
plugged another box in and it made 
music; other gadgets similarly plug- 
ged into those same outlets brought 
light and heat, and toast and waffles 
and coffee. They even brought sun- 
shine and pure air. Why not a lawn- 
mower for face-moss? 


Gift shops and department stores 
were the first to capitalize on dry 
shavers. Always on the lookout for 
the new gadget, they stepped in and 
skimmed that lovely cream that comes 
from people with plenty of money and 


their own use. 
are for gifts. 


Zephyr 
a yen for the latest. But the electric 
shaver was destined to bigger things. 
The Newport playboy may have been 
the first to massage his pink cheeks 
with a dry shaver but the truck driver 
and the cop on the beat were soon 
finding it equally soothing to their 
iron jowls. 

And as more manufacturers have 
come into the field, more money has 
been spent on advertising and more 
types of distributing outlets have gone 
into the business. That is what we 
want to report on here: the electrical 
specialty dealers were a natural from 
the start. Their places of business 
are normal headquarters in every com- 


munity for things electrical; they 
enjoy the respect and confidence of the 
community when it comes to service 
and supplying parts. 

To find out the exact extent to 
which electrical dealers were partici- 
pating in this electric razor business, 
ELECTRICAL MERCHANDISING sent a 
questionnaire to 3,000 of them, exclu- 
sive of department stores and utility 
companies, located in towns of 25,000 
and over. Replies were received from 
558 dealers—18.6 per cent.—located in 
every state in the Union. 


Behick 


Men buy most of the electric razors sold—and for 
Most of the razors bought by women 


And now for the dope: 

What percentage were selling elec- 
tric razors? 66.31 per cent or 370 
out of the 558. 

How many brands 
sented? 19. 

Of the 188 dealers not stocking 
electric razors, 36 per cent said they 
were interested in them for future 
business, while 63 per cent said they 
didn’t want any part of ’em. 

Asked if knowledge of the appliance 
business helped them in selling electric 
razors, 73 per cent replied in the 
affirmative while 27 per cent said “no”, 

Jewelry stores, drug stores and de- 
partment stores provided the greatest 


were repre- 


competition in selling, according to 
335 dealers who listed their competi- 
tive importance in the order named. 

What about customer dissatisfac- 
tion? Reverts? That’s been a hot 


question and one that’s caused a lot | 


of controversy. We didn’t dodge it, 
We wanted facts. And 300 dealers 
furnished figures showing that 12.47 
per cent of all electric shavers sold 
are returned by the customer because 
of some variety of dissatisfaction, 
“Can’t get a close enough shave” 
seemed to be the leading objection 


among the dissatisfied customers—at | 


least it clicked 33.59 per cent among 
the 345 dealers who answered the 
question. Next to that the familiar 
complaint about “It takes too long to 
learn how to use dry shavers” regis- 
tered 20.08 per cent and “It takes too 
long to shave with a dry shaver” came 
third with 17.80 per cent. Various 


other objections were brought up by 
customers, of 


disgruntled course. 


Electric razors irritated the skin, they 
get out of order, interfere with the 
radio, no convenience outlet in bath- 
room and other such objections were 
listed but in comparitively few cases. 


As to the market for electric razors | 


being confined almost entirely to men 


in the meantime, the answers seet | 
to bear out the theory. Men bought | 


93.94 per cent of the dry shavers, 
women 4.96 per cent. A little culti- 
vation of the hair-on-the-legs trade 
among women seems indicated. 4 

Do men buy dry shavers as gifts: 
Apparently not. 
answering this question, the average 
showed that 14.10 per cent of me 


Of the 200 dealers | 
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Schick 


bought for gifts and the remainder 
for their own use. Among women, 
however, there was quite a different 
story. Wives and sweethearts must 
have been listening in on some of the 
male conversation about these new 
electric razors because 81.97 per cent 
of women bought them as gifts. If 
you will cast back a few lines, of 
course, you will find that women were 
responsible for only about 5 per cent 
of all razors bought from dealers so 
that the fact that about 82 per cent 
bought as gifts leaves damn few to 
women who bought for their own use. 

Among various promotional sales 
helps to move electric razors, dealers 


By LAURENCE WRAY 


seem to prefer window cards above 
all else and counter displays next. At 
least 43 per cent voted for window 
displays and 35 per cent for counter 
displays with window posters and all 
other types of advertising and pro- 
motional helps trailing far behind. 
Score one for point-of-purchase sales 
helps. 

As in all questionnaires, dealers 
were pretty free with their opinions 
about the business. The comments 
came chiefly, however, from - dealers 
who had replied that they were not 
carrying electric razors and from 
nine who were selling them but plan- 
ned to discontinue in the near future. 
Here are some typical asides: 

“Tough beard biggest drawback.” 

“We have had so many razors 
stolen it is becoming unprofitable to 
handle unless in a locked case.” 

“The shaver business will still im- 
prove when the manufacturers find 


Sunbeam 
Customer dissatisfaction with dry shavers is supposed 
to be a big item. Improper selling is responsible for 
most which amount to 12.47 per cent. 


out it pays to sell only to dealers that 
maintain a regular repair department. 
We find everyone wants to sell them 
but not service them.” 

“Have tried three kinds and would 
not give 10 cents piece for them.” 

“Our customers do more for us in 
way of advertising than window or 
counter displays can do.” 

“We are going to discontinue hand- 
ling shavers because of distributors 
putting them into every place except 
churches.” 

“We have stocked electric dry shav- 
ers mostly for holiday trade.” 

“For young men beginning to shave 
there isn’t any complaint on a good 


lectric Razors 


dry shaver. For the older person it 
will take longer to shave at the begin- 
ning but when he becomes adapted 
to it he will never go back to wet 
razor shaving. The above is the ex- 
perience the writer has.” 

“I did carry electric razors but dis- 
continued because of too high a per- 


centage of returns.” 


“Have sold mine for 25 cents to 
get rid of it.” 

“We find that the most trouble 
with the electric razor is that some 
are not properly adjusted before leav- 
ing store so we use a mileampe meter 
on all razors before leaving our shop 
and have built up quite a repair and 
service business being that we can 
properly render good and correct 
service on all first line makes.” 

Those are just samples of a healthy 
number of comments most of which 
came, however, from dealers either 
not handling razors or dealers with 


General Shaver 


some definite objection to the busi- 
ness. The dealer dissatisfaction com- 
mented on in some letters would 
hardly seem borne out by the figures 
on customer dissatisfaction reported 
above as being 12.47 per cent razors 
returned. This is high in comparison 
with some other appliance business 
but it must be remembered that the 
business is still a comparatively new 
and lusty one and many of the prob- 
lems dogging the trade at the moment 
will be ironed out as time goes on. 
All in all, the results of this survey 
would definitely show that electic razor 
business is here to stay and is an im- 
portant dealer business. 
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Hammond U. Mann, Premier's sales 
manager, makes a stirring talk at the 
Milwaukee meeting of the Nationa! 
Salesman's Crusade. 


ITH 9,500 salesmen facing 

W us in Milwaukee's civic audi- 

torium in a great “Sales 
Mean Jobs” rally on July 13th, Frank 
Greusel, spark plug of the Wisconsin 
Radio and Appliance Association, sat 
chinning with me among a group of 
Association of Commerce officials who 
had engineered this conclave. It’s 
something to see so large a crowd of 
earnest salespeople. 

It’s even greater to see them quiver 
to the emotional dare to do a greater 
selling job. It is thrilling to recognize 
that the business destiny of any im- 
portant market can vault forward 
from the driving power of such an 
inspired merchandising mass, acting in 
concord, and motivated to forget nega- 
tives, fears, recessions . . . to forget 
everything but the individual duty of 
each to sell more persuasively, to re- 
member the high calling of salesman- 
ship that, beyond anything else, means 
so much in the advancement of home 
life. Frank and I marveled at the 
power and impact of this sales evange- 
listic service! Then Frank, with his 
practical business sense, leaned over 
to me and whispered: 

“Faith, Jerry, brings all things, and 
these sales folk are catching a new 
fervor and a new forward march to 
better business. We in the appliance 
fields are going to have to sell better 
to keep up with them. I see this, not 
alone as a mass challenge against the 
inexcusably bad times which all phases 
of retailing have endured ... I 
see in this a serious intent to gain 
greater fractions of the consumer 
dollar that we of the appliance fra- 
ternity are going to have to joust 
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against, in keener competition. We 
must arrange a running start. We 
must recognize that the entire mer- 
chandising field is aroused, after a 
long sales sleep, to where it will 
require more forceful, less wasteful 
selling to keep up our pace. Or else, 
conceivably, appliance merchandising 
that was generally depression proof 
when other selling was down, may 
submarine when these brighter sales 
skies are basking in the warmth of 
returned sunlight. It’s coming sum- 
mer for other retailing classes 

let's look out that it doesn’t become 
a frigid winter for us. Now, we've 
really got to perform.” 


The National Salesman’s Crusade provides th 


impetus for appliance selling but the individu 


salesman must rate himself on sales close; 


Frank Greusel is right. With the 
evident upsurge in all selling lines, 
and with the stimulus of this “Sales 
Mean Jobs” program so helpfully in- 
troduced by George Mason of Nash- 
Kelvinator, since picked up and now 
being executed by nearly 500 cities 
on an unselfish, all-retailing basis 
under the usual leadership of Cham- 
bers of Commerce, things are going 
to hum this fall. Families are going 
to be induced by better salesmanship 
to buy what they have too long, out 
of fear, gone without. The movement 
has generated a _ wide realization 
among selling forces of their economic 
responsibility in excitingly better 
times. 

There is more gold, more currency, 


The earnestness with which the various sales messages were received by the audience 
of sales people at the Milwaukee meeting is amply borne out by this shot of a portion 
of the listeners. 


more savings, and more credit in this 
country than has been dreamed of. 
But there is still collision for the indi- 
vidual buyer’s available dollar. He 
who gets there first or more persua- 
sively, drains the current opportunity 
for further buying; no matter how 
bright the returning prosperity, or 
how able the laggard is to tell an im- 
posing sales story. There is no par- 
ticular hope for the procrastinating 
appliance salesman to bring in an en- 
ticing piece of sales cake to a family 
that has just been served with an in- 
triguing dessert by the retailing forces 
of some other industry. Let’s be there 
first with the best sales talk. . .. 
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We electrical appliance salesm 
must school ourselves suddenly to be 
ter aim, a_ steadier confidence, 
clearer sales eye, a firmer pull on ¢) 
trigger; because more salespeople x 
gunning for the same target. \j 
can’t scatter our sales shot. We my 
make every motion, every argumer 
each talking point, count. 

For no accountable excuse, I took Tha 
day off this year. Came my that v 
friends to Lake Nagawicka to bay pressu 
and fish and swim with me. Goiggy crusad 
back to boyhood pranks, we flew kinjy kite tc 
and shot a .22. From the differej cess 1 
handling of these simple sports, sak) about 
philosophies developed. Eight of roded 
boys elected to go childish in king) critici: 
flying. Those who were most certify ing b 
tion, 
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they could recall boyhood talent 
failed utterly to get their kites in ti 
air. Some didn’t get ’em hung right 
others failed to bow the cross stil 
others forgot the tail, one got so mim 
with himself that he kicked his foumy 
through the paper (sh! ’twas me} 
But a chap, totally blind, with thé 
fine feeling for detail and a long trai 
ing in making his movements simpl 
and efficient in their execution, 
even asking for the direction of i 
wind; with superb execution of #& 
rangement, had his kite at a grealtt 
altitude in quicker time than did a 
of us. Why? He wasted no motility 
made every movement count. 
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That is how to build a sales story 
that will click under the competitive 
pressure of this reawakened sales 
crusade this fall. You can fly your 
kite to higher peaks of personal suc- 
cess in the appliance field if you go 
about your own merry way, uncor- 
roded by defeatism, neglecting to 
criticize the errors of others, not be- 
ing bothered by inefficient competi- 
tion, and by humbly admitting that 
you aren’t so good. In the army, they 
call it good tactics or a flank move- 
ment; in baseball they call it batting 
strategy; let’s call it common sense 
to keep quiet, plan well, and get our 
kites in the sales sky first, and higher 
than the rest. 

Then, in this day’s picnic, some 
elected to shoot the .22. Same thing 
went on. The guys who blew off 
about their marksmanship wasted their 
shot all over the lake, far from the 
floating-can target we were aiming at. 
They, again, were those who knew 
the answers; but up stepped Paul 
Smith, expert accountant who can’t 
be loose in his business pursuits. With 
careful, mathematical skill he con- 
jectured the trajectory of the bullet; 
found it shot low, and at the second 
shot sunk the target. He had figured 
properly. He didn’t want to waste 
ammunition. He preferred not to 
crow as to his eagle eye. But he 
wanted to strike a profitable balance 
Sheet against all the others who 
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GERALD E. STEDMAN 


seemed to know how to run the books. 

Thus, the second philosophy, in re- 
lation to those who are increasingly 
pinging at the target against us... 
let’s become expert in placing energy 
into effective delivery rather than 
into mere talk. When you pat your- 
self on the back, little happens; but 
when you pat a customer on the order 
book, then you are a marksman. Be 
an expert accountant of your time. 
Be one, too, of your talking points 
and sales story. 

I know men who know so little 
about their product, their dealers, 
their manufacturer, or themselves, 
that they walk around concealing an 
inferiority complex, failing to fly 
their kites, wasting bullets all around 
their targets, accomplishing no useful 
sales results. They are great talkers, 
but poor deliverers. . . . and remem- 
ber that Lincoln’s Gettysburg address, 
shortest in words, has been most 
effective in moving the world toward 
a better concept of rightness. 

The appliance salesman who talks 
the longest, knows the least. He 
hasn’t planned. He doesn’t know a 


And here's a partial view of the crowd of sales people who jammed the 
Milwaukee auditorium to hear the “Sales Mean Jobs" story. Other such 
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meetings have been held in most of the major cities of the country. 


persuasive and progressive thought 
movement. So he covers up his de- 
ficiency with a palaver that wearies 
the prospect. He approaches her as 
if she doesn’t want to buy. He doesn’t 
within himself, believe she will pur- 
chase after his story. So he talks on 
and on and on. Like building a movie, 
he ought to have about half the 
frames of his conversation censored 
and removed. 

But the chap who wins, recognizes 
that he is up against other sales com- 
petition. That he must persuasively 
talk to the consumer interest. That 
he must skilfully dramatize the need 
for the product, its vital differences, 
complete and orderly description of its 
features, a justification with which 
the prospect will agree as to why she 
should buy it rather than the many 
other wants that tickle her fancy, and 
finally, an easy buying method. He 
does these things in the most simple 
and direct manner, wasting no shots 
because he knows and believes in each 
talking point he utters. That is sales- 
manship! That is marksmanship! 
That’s what we’ve got to have this 
fall, and if we acquire such selling 
characteristics, we can pass the ac- 
complishment of our most imaginative 
dreams because people want 
to buy again. They are being en- 
couraged positively by many other 
interests. They are taking a more 
faithful interest in future living . . . 
and shopping is America’s greatest 
outdoor sport, particularly in the en- 
richment of homelife, to which appli- 
ances make the great contribution. 

Talk less and sell more . . . if you 
are sure of what you are talking 
about. This is going to be a damn 
poor upturn for the blowhard who is 
trying to get by with a covering of 
bombast to hide his laziness in gain- 
ing sales training; or in a failure to 
believe in the permanency of the ap- 
pliance selling profession. He’ll prob- 
ably talk himself right out of sale 
after sale . . . because he won’t know 
what he is talking about! 

Simple, direct, forceful sincerity 
with a sure knowledge of what you 
are selling, a certain belief in the 
good you are doing, and an unob- 
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trusive confidence in yourself, is the 
formula to come out ahead of selling 
competition. 

A good way to judge your marks- 
manship and to feel that your kite is 
flying highest in the appliance sales 
field is to analyze: 

(1) The amount of talking time 

you are spending per prospect. 

(2) The number of calls essential 

to a closed sale. 

These will give you a sure rating as 
to whether you are really calling 
upon prospects, and if you are spend- 
ing too much time on a non-effective 
pattern of talking points, uninterest- 
ing to the prospect. That is your 
rating chart. And salesmanship has 
developed into such an art that you 
must rate yourself. All artists ‘se 
self-analysis to rate themselves; *in 
the painting, musical, writing fields 
by the comparison of their works 
with others of reputation. So can we, 
by the effective comparison of our 
performance on these two points with 
others in and out of our sales organ- 
izations. 

To be more simply effective in your 
selling drive, and in the impact of 
your talking points, remember these 
four essentials . . . and never make 
your presentation more complicated 
than these (remembering, of course, 
that the general pattern for an effec- 
tive sales talk consists of a frame- 
work that makes you excellent in 
pointing out to the prospect the three 
elements of need, solution, satisfac- 
tion) : 

1. Begin each interview by talking 
of your prospect’s needs—not about 
what you have to sell. Appeal to her 
interests and buying motives. Talk 
only about what you have to sell in 
relation to a solution of her. need. 

2. As you make each point, be sure 
that your prospect understands it, 
and agrees with you that it is to her 
interest. Don’t leave that subject un- 
til you are positive the point has been 
driven home. 

3. Seek the first opportunity to 
close the sale. Take advantage of all 
the breaks. 

4. Go into each interview, including 
your first, with the determination that 
you are going to do your best to close 
the sale on that interview. 

In selling, with this competitive 
thrust that is bound to accrue from 
the countrywide “Sales Mean Jobs” 
enthusiasm, we have a greater oppor- 
tunity, and as well, a newer problem. 

We must know our stuff. 
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... But J. U. Berry, 
in charge of display 
for the San Joaquin 


company, is a boon 


to dealers with win- 
dow display prob- 


lems 
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In the two sets of props above, note 
A « every electrical dealer the simplicity of the construction and 
has some semi-obsolete goods yet how effective when used for dis- 
upon his shelves which he would play. 
like to move, even at a loss; he also 
has new equipment to sell which re- 
quires his best merchandising effort. 
Both types of merchandise should be 
properly displayed and advertised, but 
he frequently finds that he has not the 
time to plan an adequate campaign of 
display. Moreover, display cards and 
window backgrounds designed to meet 
his particular requirements cost money. 
Frequently he simply has not gotten 
around to analysing his problems in 
sufficient detail to recognize just what 
it is he needs. 

The Valley Electrical Supply Com- 
pany of Fresno, Calif., merchandising 
division of the San Joaquin Light 
and Power Corp., has long furnished, He visits the retail 
as one of the details of its cooperative stores of coopérat- 
work with dealers, a window display ing dealers in this 
service under the direction of J. U. joint capacity, siz- 
Berry. Some time ago they came to ing up the prob- 
the conclusion that this service was lems of the indi- 


Open work counters, painted in black - 

and white make excellent counters. 

At right is rear view and below is 
front view. 


properly a form of field work—and 
since that time it has been rendered 
in the individual dealer’s store. 

Mr. Berry for nine years was ac- 
tively engaged in merchandising work 
for the Valley Electrical Supply Com- 
pany and is capable of acting as 
merchandising counselor, as well as 
being skilful in the fields of window 
display, advertising and card writing. 
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vidual store, noting merchandise, both 
old and new, which needs pushing, 
planning display of these appliances, 
both in the store and window and 
advising in general on merchandising 
plans. 

He not only gives advice but ser- 
vice. He carries with him into the 
dealer’s store a completely outfitted 
Card Writer’s Kit and cardboard, 


The simolest and cheapest of ma- 

terials, both wood and paper go into 

the handsome and decorative window 

display props, originated by J. U. 
Berry. 
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prepared to make cards and write price 
tickets on the spot as needed. He 
studies the requirements of the par- 
ticular business, advises the owner 
cn how to improve store fixtures, 
window arrangement and display— 
and then proceeds to assist in carry- 
ing out the suggestions he has made. 
In practically every store, when he 
first set out upon this work, there 
were out-of-date appliances which 
had been in the stock for many 
years. These appliances were very 
dificult for the dealer to move. He 
could not afford to go to his local 
card writer and pay for a special 
price card for each appliance, especi- 


Paper for decorative 

purposes is widely used 

by the San Joaquin 
Company. 
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A variation of the window display 
unit designed for small appliances. 


At left is one of the dealer's windows 
employing some of the units designed 
by J. U. Berry. 


is sifted out, there is more room for 
this desirable new equipment. 

A real problem presented itself in 
solving the window background situa- 
tion as it is usually found in the 
dealer store. There are many at- 
tractive features to the open style 
of store arrangement, but from the 
standpoint of window display, it is 
not desirable to be without back- 
ground. In many cases, there was 
nothing to stop the attention of the 
window-shopper at the merchandise 
in the window; the customer would 
look right on past the small articles 
to the larger ones in the store itself. 
The use of crepe paper screens of 
one sort or another, so often seen at 
the rear of the window in country 
stores, is a common but not always 
an attractive means of solving this 
difficulty. 

Mr. Berry had a better idea. He 

gathered up 


This is the third article in a series deal- all the old 

H range, re- 

ing with the problems of store frigerator 
nied remodelling, interior decorating and and radio 
display. Hundreds of letters from Cavenss 


which the 


ally since dealers have testified to the very active dealer had 
he could interest they have in these subjects and knocking 
pate making their solution. Similar articles will ap- hack of iis 
much, ifany, pear in early issues—THE EDITORS. storeroom 
profit onthis and brought 
old_ stock. them back to 


With the new service these appliances 
are forced out before the public with 
a freshly lettered card telling the story 
of the greatly reduced price. The work 
has already been underway for several 
months now—and with this airing of 
dust-filled corners, old appliances are 
beginning to melt away. Before very 
long, Mr. Berry anticipates, there 
will be very little of this frozen stock 
on dealer’s shelves which will need 
his attention. 

He does not neglect the newer and 
more desirable appliances, which, after 
all, are the stock which will carry the 
dealer’s business along. These lend 
themselves to attractive display which 
helps to bring in profits. And, of 
course, as the old obsolete material 


the Valley Electrical Supply Com- 
pany’s shop. Here they were sprayed 
in lively warm colors with industrial 
lacquer in modern designs. They make 
lightly desirable low background units 
for small windows and can be used 
effectively in any number of clever 
combinations. The cost is remarkably 
low, being simply that of the inexpen- 
sive lacquer. And the result is pleasing 
and distinctive, suggesting far more 
expensive materials. This is a “depres- 
sion idea” which is really appreciated 
by dealers who are thus able to achieve 
individual and artistic windows. 

In many cases Mr. Berry’s ser- 
vices have gone farther than the 
window and have involved a_ re- 


(Please turn to page 54) 
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66 E had a soup plate in his 
hand when it rained soup. 
That’s how he happened to 


make money last year—it wasn’t air 
conditioning.” Remarks like these 
show that nothing is harder to pin 
down than credit for business in- 
crease in a city. It may be a new 
restaurant across the street attract- 
ing trade. It may be a bumper wheat 
crop. Any of a dozen things can 
happen which will cause business to 
gain or lose, and make it impossible 
to pin an orchid or a scallion on the 
air conditioning plant. 

So that is why Hudson’s, in tiny 
Coalgate, Oklahoma (pop. 2,064) 
makes as nice a test laboratory as 
one can ask, 

They pump a lot of oil down there, 
so crops alone do not govern the situa- 
tion. It’s always hot in Oklahoma in 
summer, so wunseasonable weather 
can never be blamed. Hudson’s 
started 37 years ago, is an old estab- 
lished business and not a sudden new 
venture. 
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Lots of free ice water is a great drawing 


card, Mrs. Bessie Collier testifies 


wae 


ot 


Doing a $600,000 business in a town of 2,064, Hud- 
son's depends on air conditioning as a drawing card 


“Vet,” declared Arvard Hudson, 
“business for 1937 was 30 per cent 
ahead of 1936. The summer months 
showed a 40 per cent gain over the 
preceding year’s summer months.” 

Grown up from a trading post 


founded by W. H. Hudson when 
Oklahoma was still Indian territory, 
the store up to two years ago had 
12 branches. Realizing the extraord- 
inary mobility that the automobile 
gave Oklahomans, the two brothers, 


Arvard Hudson (left) talks to a customer 
who has come 25 miles to shop 


Bill and Arvard, who have succeeded 
their father, cut down the number 
to two, two years ago and centralized 
at Coalgate. With Ada, a town of 
11,261, only a few miles away and 
Ardmore and Denison within easy 
reach, the firm decided that its great- 
est competition lay in other cities. It 
was believed that the balance lay in 
making it pleasant to shop in Coalgate 
as neither of the Hudson boys feared 
competition on merchandise or price. 

So air conditioning, decidedly a 
novelty in this region, was chosen 
and a $6,500 Carrier air conditioning 
job was purchased. Before things 
were set to cool the 20,000 ft. of floor 
space a total of $12,000 was invested, 
so as to permit the 30-ton compressot 
to function efficiently. A $1,500 rock 
wool roof was put on the building 
and $1,500 more went for a_pent- 
house. With the carrying charge 
for interest the whole thing totalled 
up to $12,000. Operating cost aver- 
ages around $5 a day using current at 
2c. per kw.-hr. The total light bil 
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Specialty appliances, such as radio, have 

to get customers far and wide. Hence 

the special appeal of air conditioning to 
this type, says Bill Hudson 


Increase in traffic has been noteworthy, 
Here is B. V. Emerson lingering over his 


coffee talking to Miss Ora Day 
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Air 


Hudson’s, Coalgate, Okla., gets 30 per cent 


increase in business through cool atmosphere 


By TOM BLACKBURN 


for the store per day is around $14. 
About half a million gallons of wa- 
ter are used, pumped from a well. 

In winter heat is provided by a 
Stokol stoker at an operating cost of 
$6 per day and saving the cost of a 
fireman, 

As a result a $600,000 business was 
done in 1937 with an inventory of 
around $100,000. The store is filled 
with people, customers coming for 
miles to visit and shop simply be- 
cause of the novelty of the atmosphere. 


“We are benefitting from the new- 
ness of air conditioning in this coun- 
try,” declared Arvard Hudson. 
“Whatever we are paying in addi- 
tion for pioneering we are getting 
back in advertising of this sort which 
will not be possible when air condi- 
tioning becomes common.” 

It is surprising to see how much 
ice water is drunk by customers, com- 
ment the Hudson boys. “Most stores 
in this country offer only warm tap 
water to customers. The people com- 
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ing in here cannot get over the free 
ice water idea.” 

Hudson’s though primarily a de- 
partment store and not an electric 
shop, nevertheless has many ideas in 
its merchandising that should be of 
interest to the electrical trade. They 
have one of the most complete mail- 
ing lists in Oklahoma, reaching out 
100 miles or more. They are able to 
send mailings to radio owners, to 
automobile owners, to people who 
have bought suits of clothes in the 
store, and to people who pay income 
tax. In short, their mailing list is 
broken down by groups and proposi- 
tions are mailed only to those groups 
that can afford to buy them. 

“I grew up in Arkansas,” relates 
Arvard, “and was a very poor boy. 
In fact, as a child I had to eat .o 
much sorghum and corn bread that 
I won’t touch it today. When I got 
back from the war I persuaded my 
dad to spend our first money for ad- 
vertising. We merely distributed $5 
worth of circulars in 1919, but we 


got such a kick-back that you might 
say our business has been built since 
on direct-by-mail. 

“Whenever some old person dies in 
Coalgate or nearabouts the store al- 
ways sends a $2.50 spray of flowers 
to the funeral. We gave away 50c 
memorial books, too. Our bill for 
flowers was $700 in 1937. On every 
fourth death we donate 50c to a 
funeral benefit association. It pro- 
vides a free funeral for some old per- 
son and makes the public speak well 
of Hudson’s.” 

Hudson’s, of course, is of primary 
interest to distributors and dealers of 
air conditioning—manufacturers, too— 
because, in a small, sufficiently isolated 
way, it provides the answers to the 
story the industry has to tell. The best 
sales presentation on air conditioning, 
without tangible proof of results ob- 
tained, will fail to get a hearing. And 
where real money has to be spent, the 
spender wants to know how he is go- 
ing to get it back. Hudson’s can tell 
him. 


PAGE 15 


‘ 
{ 
| 
4 


| 


PAGE 16 


It4 Plain Anithmelic, as simple as 


2+2=—4, to figure out that the farm market 
is the place to sell power washers, and other 
appliances, today. 


Crop reports good, fair prices estimated, Gov't. 
Benefit Payments assured—so farmers, for the third 
successive year, are assured a big spendable income. 


The farm market is the real opportunity for sales. The 
market of least competition — with lowest point of 
saturation—with clean sales, and no trade-in problems. 


Farm women are now getting a bigger percentage of 
that increased farm income to buy what they want 
for their homes — with Power Washers one of the 
first items on their buying Lists. 


Make your bid for farm sales by featuring power 
washers. 5 out of every 6 sales 
will be gas powered washers, and 
the sales will come faster and 
easier if the models you feature are 


powered by Briggs & Stratton. 


Because farmers and farm women know Briggs & Stratton Gasoline Motors you'll find 
that equipment “powered by Briggs & Stratton” gets the order faster and easier . . . not 
only on power washers, but also on pumps, water systems, small tractors, lighting 
plants, lawn mowers, and other farm tools and equipment. 
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RANGES 


Little bundles from heaven create swell sales situ- 
ation for electric cookery, says Mary Schwin, 
director of home economics for Hotpoint 


IKE a fall down steps, or a 
[ws with a bucket of water, 
the arrival of a baby in the 
house creates a situation in which 
everything is out of order. On such 
occasions one can talk to perfect 
strangers freely and one’s pores are 
wide open for helpful suggestions. 
When Mary Schwin, director of 
home economics for Edison General 
Electric Appliance Company, retired 
from business to await a blessed event, 
she had no idea that her orderly house- 
hold would be so disturbed. 
From the time they arrive in the 


hospital women today have sanitation’ 


and sterility drummed into them, 


Mrs. Mary Schwin of Edison General Electric 


also packed into a jelly glass. Tuck- 
ing all the glasses into the thrift 
cooker kettle she added a cup of water 
and operated at high heat until steam 
appeared. Then she set her timer for 
two to three hours and went her way 
—with 14 hours a day extra to put 
in elsewhere. 

Back at work today, Mrs. Schwin 
has made the sales argument of her 
experiences with little Helen. And 
she feels, there are 10 million other 
women who will be interested in 
doing as she has done. 


Appliance Company's home economics depart- 
ment, keeps a picture of her own baby handy. 
The thrift cooker is the answer for busy mothers, 


Mrs. Schwin said. They leave the 
hospital with their baby, firm in the 


determination that its little tootsies 
and mouth shall be sweet and germ- 
free. Under their arms are tucked the 
latest dope on infant feeding and soon 
that youngster is on a menu that in- 
cludes from 7 to 10 items a day. 

“Try cooking a dab of this and a 
dab of that,” says Mrs. Schwin, “and 
the first thing you know you are 
putting in at least two hours a day 
getting the youngster’s food ready. 
This goes on up until the child is 14 
months then it expands from its 
cereals, prunes, meat broth and cus- 
tards to such grownup food as baked 
potatoes, etc.” 

Mrs. Schwin hit on a_ technique 
that cuts cooking time from 2 hours 
daily to a half hour, and in doing sa 
evolved a new sales argument for 
electric ranges. Inasmuch as one 


Mrs. Schwin says. 


family out of three have a baby at 
some stage or another, such a story 
will ring the bell with almost any 
housewife. 

Mrs. Schwin gathered together 
seven 6-ounce jelly glasses. She pre- 
pared two fresh vegetables by cutting 
fine and putting in the glasses with 
two tablespoons of water and one tea- 
spoon of butter. She put 24 to 3 tea- 
spoons of cereal in two-thirds of a 
cup of water in two other glasses. 
She put dried fruit covered -with 
water in other glasses and sliced 
fresh fruit in still another with two 
tablespoons of water and teaspoonful 
of sugar. Round steak was cut into 
half inch cubes for beef broth and 
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$500,000 


N SPITE of business conditions 
[= poor refrigeration weather, 
the 1938 refrigerator promotion 
sponsored by the Electric Institute of 
Washington, resulted in over a half 
million dollars in sales during a 12 
weeks’ replacement campaign. An 
85% saturation of mechanical refrig- 
eration was found among occupants 
of single family dwellings in Wash- 
ington in a survey late in 1937. While 
there had been a general realization 
that saturation was mounting, defi- 
nite proof of this high percentage 
focused the attention of the electrical 
industry in the Washington area to 
the need for a new approach to the 
refrigeration market and a_ three- 
phase program of public education, 
stimulation of sales effort, and a uni- 
fication within the industry which 
would direct major attention to 1938 
merchandise, was perfected to com- 
bat the problem of dwindling refriger- 
ator sales. 
i Two years ago the industry realized 
the seriousness of the replacement 
| problem on refrigeration and inaugu- 
| rated a program pointed at the stabil- 
| ization of trade-in practices. Under 
this program the Electric Institute 
participated with its member retailers 
l. in trade-in allowances to the extent of 


Refrigerator Replacements 


one-half of any allowance where a 
mechanical box was taken in trade 
and where the allowance made did 
not exceed 10% of the price of the 
new box sold. The other half of the 
10% allowance was on the average, 
available to the retailer through the 
sale of the used box taken in. This 
made it possible for retailers, and par- 
ticularly for department stores where 
sales expense and overhead are high, 
to provide a 10% trade-in allowance 
at no cost to the retailer. The cost 
of the Institute’s payments on trade- 
in allowances was borne in Institute 
dues assessed against the wholesaler 
who distributed the new box sold and 
the Power Company. 

In order to verify the amount of the 
trade-in allowance which was_ re- 
ported to the Institute by its retail 
members, spot telephone checks were 
made by the Institute among the re- 
frigerator’ purchasers. In this way 
salesmen who might be tempted to 


QO 


AT YOUR REFRIGERATOR 
ath tee Wes, shat sha thinks 


AT YOUR REFRIGERATOR 


How a 12-week campaign in Washington, D. C., sold 


new refrigerators to an 85 per cent saturated market 


By J. C. BARTLETT 


Managing Director, Electric Institute, Washington, D. C. 


make a larger allowance were discov- 
ered and a fairly stable basis of 10% 
was established as a practice in the 
territory. Where a trade-in allowance 
of more than 10% was actually war- 
ranted because the box traded in would 
bring more than that amount when 
reconditioned and resold, the Insti- 
tute paid no part of the trade-in allow- 
ance. There was, therefore, no agree- 
ment among retailers as to any fixed 
trade-in policy, but in the majority of 
cases, retailers found it more profit- 
able to them to limit their trade-in 
allowances to 10%. No trade-in allow- 
ances were made when ice boxes were 
replaced. 

With this practice established and 
working to the satisfaction of all in- 
terests, it was felt that the time had 
come for an educational program di- 
rected at the public for the purpose 
of showing the advantages of 1938 
electric refrigerators over mechanical 
refrigerators purchased five years ago 
or more. The slogan “Look At Your 
Refrigerator,’ was adopted as_ the 
theme of the replacement appeal to 
the public. Care was used not to imply 
that boxes purchased six or eight 
years ago were no longer serviceable 
but the appeal brought out the im- 
provements and economy in recent 


REMEMBER THIS: 


REMEMBER THIS: 


QO 


AT YOUR REFRIGERATOR 


f AT YOUR REFRIGERATOR 
4 it due for 


De you ramamier the kitchen of your childhood? It's gone with the ald 

pump The old dingy piace hes been replaced wth the modern Health = 

Kitchen. and all its electric advantages AS 
Maybe you heve overlooked that old standby” electric retrigemstor. 


REMEMBER THIS? Gal 


Times and styles change end increased sthcency make even good things 
bd Teday the speccusness and low opersting costs of the now 


Dlectnc Retrigerstors ase revelation in efficiency and — 
“They use less current, are clectrically sutomatic, can be adjusted by 
chuld for mowe caid and ice cubse—and beautiful’ 


Ast provimer man what lind of retngeration he uses under 
Health Cepertment equistion 
To be truly modern—it's electric! 


POWER 


EMEMBER THIS: late 


models which were not available ig 
the early days of electric refrigeration, 

Having experienced last year, the 
difficulties resulting from most of the 
larger retailers featuring “specials” of 
the previous year’s models, even if 
the height of the season, every effort 
was made to point the program af 
stimulating the sale of 1938 boxes, 
The Power Company carried news 
paper space featuring the advantages 
of 1938 models and extended to whole 
salers and retailers authorization te 
carry additional newspaper space over 
the name of individual retailers and 
wholesalers; this additional space to 
be paid for by the Power Company if 
the advertising featured 1938 boxes, 
In addition to this stipulation, it was 
required that each ad, in order to 
qualify for participation, carry a re 
production of the emblem of “Electric 
Refrigeration—So Safe, So Quick, 
So Cheap,” and the statements “All 
Electric Refrigeration Costs Less at 
Pepco 1938 Reduced Rates” and “1938 
Electric Refrigerators Consume Less 
Current.” The emblem was _ insisted 
upon as a means of featuring the ad 
vantages of ELECTRIC refrigeration, 
as surveys in some other territories 
had indicated that while the industry 
had done an outstanding job in sell 
ing automatic refrigeration, they had 
failed to sell the advantages of ELEC 
TRIC refrigeration. This additional 
newspaper space, paid for by the 
Power Company and carried by re 
tailers and wholesalers, was felt to be 
necessary because the high saturation 
would naturally make newspaper aé 
vertising somewhat less productive and 
it was felt that the additional space 
would be necessary to promote 19% 
sales and in order to provide returns 
from the advertising sufficient to wat 
rant retailers in spending their money 
in the newspapers. As a resu't of this 
approach, $15,000.00 in newspapet 
space was carried during the 12 week 
campaign and in which only 19% 
merchandise was featured. 

In addition to the newspaper appeal 
to the public, the Institute prepared 
and distributed 40,000 direct mail 
pieces, featuring the appeal “Lock Af 
Your Refrigerator.” The Power Cont 
pany prepared a series of four dired 
mail pieces featuring the same sl 

(Please turn to page 52) 
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ther details covering Cooking” 
_ describing the line of household models, commercial ranges 
and electric water heaters, completely restyled—a plan which 
includes selling helps, sales training 


One of 6 household models "am 
which cover 98% of the © 
domestic demand, competi- 

tively priced, styled with 

eye appeal unexcelled by 
others, designed and engi- 
neered for greater effi- 
ciency and longer service. 


TESTED BY 200,000 
STANDARD USERS 


STANDARD ELECTRIC MANUFACTURING CORP. 
TOLEDO, OHIO, 


Please advise details of your distributor-dealer “Free Cooking” Plan. 


< N WS | IT’S SPREADING | 
ANDARD'S SALES PLAN WHICH POINTS OUT 
“Free Cooking” Gives Women a New Reason to Buy 
“Free Cooking” Gives Deal 
Cookina” Gives Utilities a New Opportunity to Serve 
| 
a Copyright, 1938 Standard Electric Manufacturing Corp. 


An Answer to 
Those Who Say: 


sé HAT!” exclaims the ma- 
tron who is visiting the 
show room out at 3500 


Commerce Street, “pay $425 for a little 
room cooler like that—when a re- 
frigerator costs only $200? Too much 
money !” 

“I see you are judging it on the 
basis of size,” replies suave M. L. 
Brown of the Dallas Air Conditioning 
Company. “Let's make the compari- 
son on the basis of work done.” Pick- 
ing up a piece of chalk he deftly 
marks up the following: 

ELECTRIC REFRIGERATOR 

$200 

7 cu.ft. capacity 

1/6 horsepower 


ROOM COOLER 


$425 
2000 cu.ft. capacity 
% horsepower 


“In short, madam,” sums up Mr. 
Brown, “a room cooler is equivalent 
to about 45 electrical refrigerators. 
At the rate you consider reasonable, 
you would have to spend $900 on re- 
frigerators to get what we supply you 
for $425 installed.” 

That talk generally fixes the price 
quibblers. And, at any rate, they are 
the exception among Dallas Air Con- 
ditioning Co. customers. 

Back in 1932 the firm was organ- 
ized. S. Y. Guthrie, a mechanical 
engineer, was in the roofing, insula- 
tion and sheet metal business. He 
had built a portable air washer as far 
back as 1928. M. L. Brown was with 
York, but had the opinion that Dallas, 


One is equal to 444 
electric refrigerators, 
this Dallas, Texas, 
firm states—and 


proves it with figures. 


M. L. Brown dug up his first room cooler 
prospects from an old real estate red 
book. 


It would take 4!/2 7 cu. ft. refrigerators 
to deliver the same cooling power as 
this room cooler, says M. L. Brown 
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Out in the low rent district is headquarters, convenient for the motoring customers, 


Texas, looked good—so, into air con- 
ditioning the two went. 

First prospects were rooted out of a 
red book which listed all Dallas citi- 
zens owning $5,000 or more real es- 
tate. Best response came from older 
people interested in their health, who 
wanted to enjoy their own comfortable 
beds and food without leaving Dallas 
during the summer hot months. 

A look at past sales reveals that the 
typical buyer of a room cooler has a 
$5,000 a year income, owns a house 
worth $10,000. Some 125 room cool- 


S. Y. Guthrie started from the sheet 
rietal business — yet electrical appliance 
-alesmen move the room coolers for him. 


ers were sold in Dallas in 1937, all 
cash deals. All used evaporative con- 
densers. There was no complaint from 
noise, and the jobs delivered a 15 de- 
gree drop in temperature, all that was 
guaranteed. Best buyers were offices, 
then came _ executives, hotels and 
apartments, followed by homes. Sea- 
son runs from May 15 to August 15. 
Success stories about air condition- 
ing are common in Dallas. There was 


S. D. Ventura who owns the Italiag 
Village. In 1935 he had fifty diner 
a day. He dug up $1,790 from rela 
tives and friends as a down payment 
on air conditioning. Within thre 
months his place was doing $500 4 
day, Electrical Merchandising was 
told. There is the Eatwell Coffe 
Shop which jumped its dollar volume 
60 per cent, thanks to air conditioning, 
The Ben Milan hotel coffee shop, 
Houston, got its money back in a year, 
Seating 140, it thinks $90 a month 
for electricity (14¢ rate) a good im 
vestment, judging by the business 
done. 

Can air conditioning be sold only by 
expert? Both M. L. Brown ané 
S. Y. Guthrie say “pooh pooh”’ to that 

“We sent two men to air cond: 
tioning school,” says Mr. Guthrie 
“and they were not as good as others 
without training.” Fact is, he de 
clares, the electrical dealer is in an 
ideal spot to sell room cooling if he 
is in the practice of working outside, 
Houses that depend on floor sales have 
not the chance. One outside man is 


enough. Other salesmen should be 
used as bird dogs. 

Room cooler selling is a swe 
business, without trade-ins, with good 
cash customers, and it doesn’t take @ 
genius to make installations work 
That’s the nutshell summing up that 
Messrs. Guthrie and Brown gave 
Electrical Merchandising as the sub 
stance of their five years experiemt 
in the business. 
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“FIVE YEARS AGO] joined Maytag It was the 
smartest business move I ever made. Sales 
climbed. Last year beat them all. It was the 
Number 1 Year of my business career! 


“NO WONDER MAYTAG has sell-ability. 
Look at its exclusive features. They en- 
abled me to sell results—less work, cleaner 
clothes—to a bigger list of prospects. 


We 


only by 
m and 
to that, 
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suthrie, 
others 
he de. 
in an 
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outside, 
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“PROSPECTS BUY when they see how easy “THE PAYOFF—satisfied Maytag customers he a 
Maytag makes washing and ironing. Price are the best salesmen I have. Many’s the iS 
objections ? ? Listen—no woman objects to machine I've sold to the envious friend of D 
getting more than her money’s worth. a Maytag owner.” 
@ Wat Mr. Sturpy Dip —you can do. Maytag 
Maytag Ironers offer a 
big, additional market made selling easy for him—gave him depend- 
for Maytag dealers. 
able products— increased his business with effec- 
tive promotion material—brought to him the 
prestige of recognized sales leadership—and 
backs him up now with the broadest advertising 
‘ould be campaign any exclusive washer line ever had. 
Maytag round tub 
a = washers are popular 
ae a values. Just see how C. C. Sturdy has a mighty good thing—what about you? The same 
. a well they sell! proposition is open. Write Newton, lowa, today, or use this coupon, 
up that 
nm gave 
the sub 
perienct THE MAYTAG COMPANY, NEWTON, IowA 
D Be Without obligation, please give me the full be 
7 RO FIT LEADE R : story of the Maytag franchise. * 
SALES LEADER Address 
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DISCOVERY CAMPAIGN 


These 3 High-Spots Will Help You Sell a 
Volume of Electric Ranges This Fall 


Hotpoint gives you the outstanding range selling feature of 1938 

.. a popular range model that makes women say “I want 
that,” and atimed selling plan to enable you to tie up with the 
Modern Kitchen Bureau’s Big Fall activity “Discovery Month.” 


2. SHERWOOD MODEL 


@ A big value, 39-inch Hotpoint built- 
to-the-floor electric range. Many fea- 
tures: Directional Heat Oven gives con- 
trol of top and bottom heat with one 
switch, improves baking and roasting 
results. Other features are Select-A- 
Speed Calrod, Standard Calrod, Thrift 
Cooker, Triple-Coat vitreous enamel 
finish, Hi-Speed Broiler unit. Semi- 
direct Lamp, Condiment Set and Elec- 
tric Timer at slight additional cost. 


Provides Four-Heat 
Oven Control from 


4 
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1. SELECT-A-SPEED CALROD 


@ Fastest, most economical, most durable electric range surface heating unit. 
Five cooking heats from Ultra-High to Low-Warm. Select-A-Speed Calrod 
is a full 8% faster than ever, yet the same unit at Low keeps foods hot for hours 
—or completes, at great saving, the cooking of many dishes. And in between 
these heats are three other cooking speeds that fry, stew and simmer at lower 
cost than ever. Calrod effects savings of 20 to 64% in many cooking operations. 


3. FALSE FACE SALES PLAN 


@ Here is the Spark Plug for your en- 


. tire Discovery Campaign Range activ- 


ity for the months of October, Novem- 
ber and December. This comprehensive 
campaign is designed and timed to help 
you get electric range orders this fall. 
It is readily adaptable to your local con- 
ditions and can be put to work with a 
minimum of expense. Get your copy 
of the Plan Book. Ask your distributor 
or the Hotpoint district representative. 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 


5620 WEST TAYLOR STREET, CHICAGO, ILLINOIS 
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m 6&6 6666 
Hotpoint’s Great New 
*ECTIONAL HEAT oveN | 
— 


OCTOBER IS ¢-Dyssovzny 


The Modern Kitchen Bureau’s dynamic fall 
campaign will stir up a lively new interest 
among buyers of electric ranges. Get ready to 
cash in on this biggest opportunity of 1938. 


@ Hotpoint is one of the leading range manufacturers sponsoring the Modern 
Kitchen Bureau’s fall activity. The slogan “Discovery Month . . . See for Your- 
self that Electric Cooking Costs 1/2 as Much as You Think,” will be broadcast 
throughout the nation during October. Many women in your community will 
become active prospects. Reap your harvest of range sales this fall. Tie up with 
Discovery Month by using Hotpoint’s Unique False Face Campaign. 


YOU HAVE BEEN WAIT~ 
ING FOR A PICKUP IN 


LET'S TIE IN THIS HOT~ 
POINT FALSE FACE CAM~ 


od BUSINESS. IT'S HERE PAIGN WITH THE BIG DIS- 
* AND THIS HOTPOINT COVERY MONTH DRIVE. 
er CAMPAIGN WILL HELP WE CAN SELL A “FLOCK” 
ns. YOU GET ORDERS. OF RANGES THIS FALL. 
AN 

‘iv- 

m- 

ive 

sip YOU TOO! 

il. 

i SHOULD DISCOVER THE 

ha TIE IN WITH HOTPOINT AND GO PLACES The Plan includes novel retail sales B 

Py @ Plan now to get your share of profit- stimulators, Newspaper Ads, Folders, SUHESS VOU CON CET 


able range sales. Hotpoint offers you 
the world’s best known, easiest to sell, 
nationally advertised line of electric 
ranges, together with a unique plan 
for action—The False Face Campaign. 


Direct Mail, Window Display, Sound 
Slide Films, X-Ray Visualizer, Posters. 
Get your copy of this Campaign Plan. 
It’s Free! Ask your Hotpoint Distribu- 
tor or Hotpoint District Representative. 


ECTRIC RANGES 


REFRIGERATORS « ELECTRIC WATER HEATERS > SINKS 
AND DISHWASHERS - WASHERS AND IRONERS 
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They SELL BETTER 


because they 


WEAR LONGER 


@ Customers stay sold on Goodyear Replacement 
V Belts because they run so long and so well. Good- 
year’s accurate cross-section construction holds the 
pulley grooves with a tight wedging action that 
insures positive grip and pull — without chatter, 
whip or slip. Their high tensile endless cord car- 
cass long outlasts other types, and with practically 
no stretch! 


Remember, Goodyear gives you a complete line 
properly designed for all types and models of ap- 
pliances — you can sell every prospect. Ask your 
jobber about our money-making deal that includes 
a handsome wall display rack and Handy Applica- 
tion Guide — or write Goodyear, Akron, Ohio, or 
los Angeles, California. 


THE GREATEST NAME 


REPLACEMENT 


\ 


V BELTS 
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Lionel MacDuff, 
manager of the \ 
Shore Electrical [; 
ment Company, | 
Massachusetts 


LYNN’S 
“singing 


has its “singing ma- 
rine, singing mid-shipman, sing- 
ing cadet” in the person of Dick 
Powell, who has discovered his voice 
is box office. Massachusetts has its 
“Singing Salesman” in the person of 
Lionel MacDuff, general manager of 
the North Shore Electric Equipment 
Company at Lynn, Frigidare dis- 
tributors, whose voice also is box 
office in terms of sales volume. 

MacDuff for years has followed the 
creed “Make it sing”, so ably ex- 
pressed by that genius of advertising 
Albert D. Lasker. MacDuff makes 
his sales story sing and when his 
whole force is operating as a chorus, 
produces a sales volume in Lynn that 
ha shown steady increases from year 
to year until North Shore Electric is 
a model specialty operation. 

When Electrical Merchandising’s 
roving reporter dropped in at the 
modern showroom of North Shore on 
Andrews street at Lynn, he was told 
the boss was at home with a bad 
summer cold. But “go right out and 
see him, he’s got a telephone along- 
side his chair and he’s operating as 
usual” was the instruction. 

And he was. During the course of 


an hour’s interview, the able “Mac” 
answered a couple of inquiries on 
prices, smoothed over a service com- 
plaint, fixed up a date for the yacht 
races off Newport and outlined some 
of the things that have brought suc- 
cess to him and his organization. 

Ten years ago, “Mac” was superin- 
tendent of an ice company in Lynn, 
with 260 men and 55 routes under 
his supervision. Before that he earned 
his living as a baritone in vaudeville 
and over radio station WEAF in 
New York City. In 1927, sensing the 
effect electric refrigeration was going 
to have on the ice business and chances 
for advancement of a young fellow 
who wanted to get ahead, MacDuff 
went to work for C. E. Whitten, 
owner of the Lynn company with 
which he now is associated. Now he 
is the active head of the concern, with 
Mr. Whitten devoting all his efforts 
toward the distribution of Buick auto- 
mobiles. 

The North Shore Electric Equip- 
ment organization is made up of Mac 
Duff as general manager, a household 
supervisor, commercial supervisor, 4 
service manager and from ten 1 
twelve salesmen. 
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The supervisors work closely with 
the men and activities are devoted 
mostly to canvassing. There is no 
problem of education of salesmen ex- 
cept on newer techniques and strate- 
gies because there is virtually no turn- 
over of men from one end of the year 
to the next. 

The firm advertises consistently 
throughout the year irrespective of 
season and, in Lynn, takes space on 
the first page of the daily newspaper, 
which is one of the few in the coun- 
try still selling page one advertise- 
ments. Advertising and selling cam- 
paigns are geared in rather closely 
with the copy, displays and selling 
points prepared in Dayton, with local- 
ized ad copy injected into the picture 
at times to take advantage of definite 
local interest and tie-ins. 

MacDuff is a crank on the subject 
of service. 

“We stress the service factory 
trained men offer customers,” he said. 
“This year a lot of our household 
and commercial sales volume is com- 
ing from the replacement of obsolete 
units and ammonia plants. In some 
cases, the replacement is made simply 
because the owner couldn’t get the 
service he was entitled to. We have 
built up a reputation for quick and 
efficient service at low cost to the 
customer and reasonable profit to the 
firm. 

“Every service call is made on a 
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C.0.D. basis. But we follow it up 
with a telephone call or a letter with 
return card on which the customer 
makes comment on the services given 
and his reactions. In this way we 
build confidence in the firm and the 
products we sell. 

“We credit our servicemen with 
sales, also, and we have one man who 
sells five to six household boxes a 
month during the peak selling season, 
at a two percent commission to him- 
self in addition to his pay as service- 
man, 

“We are a little organization and 
every member sells. I have kept up 
my singing and this has brought me 
many friendships I wouldn’t have 
otherwise. These friends buy from 
our firm. That’s why they call me 
the ‘singing Frigidaire man.’” 


MacDuff disagrees with many who 
‘ay the electric refrigeration market is 
beginning to taper off. He thinks the 
market is only scratched and that 
while many sales will be of the re- 
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Hi is the newest Delco Heating product—the 

EW Delco Stoker! It rounds out the Delco 
line of automatic oil, gas, and coal heating equip- 
ment—makes the Delco- Frigidaire heating and air- 
conditioning franchise equally valuable in every 
section of the country. 


The Delco Stoker is typical of other products in 
the line. Dealers who have seen it call it the best- 
looking, best-built, most convenient, easiest-to-sell 
stoker they've ever seen. It’s got the kind of features 
salesmen like—automatic air control—new Delco 
coal control—“Rhino-hide” hopper lining—divided 
retort for longer life— intermittent - type 
coal feed—and dozens of other features, engineered 
by General Motors for easy selling! 


In fact, the whole Delco-Frigidaire line bristles 
with sales features—obvious advantages that give 
you an “edge on competition’—plus attention- 
getting advertising and promotion that carries the 
story ahead of you to your prospect—and sales aids 
to help you sell. 

In several parts of the country there are still a 
few Delco-Frigidaire stoker and full-line franchises 
available to qualified dealers. If you are interested 
in joining an organization with a reputation for 
taking its dealers to the top, mail the coupon for 
complete information. You have nothing to lose 
and everything to gain. Get the facts today. 


Completes Line of Delco Automatic Heating Products 
t to Blanket the 


Other Sales-Making Products in the 
Delco-Frigidaire Line 


The Delco Oil Burner 


America’s outstanding quality oil 
burner with 1939 improvements— 
selling at a new low price. Many 
famous features, including the wide- 
ly-acclaimed Rotopower Unit and 
Thin-Mix Fuel Control. 


The Delco Conditionair 


A complete winter air- unit 
to wee ors cool: ing. equipment 
can added. High quality General 
Motors’ construction. Oil gas models. 


The Delco Oil Furnace ; 
Famous Delco heating plant for steam, hot 
water, or vapor heating aes. Many 
new features that make it ¢ 
tremely easy to sell. Models for 
oil or gas. 

~ The Delco Water Heater 


A quality automatic water heater designed to 
increase the size of your average sale. Efficient, 
economical — fired by oil or gas. 


A Complete Line of Air-Conditioning Products, varying 
in size from the economical Frigidaire Portable Air 
Conditioner for single rooms to giant equipment for 
cooling stores, theaters, and buildings. 


ays To lak lo 


placement nature to buyers who want 
Newer features and more economical 
°peration, the low-income market is 
Just beginning to develop. 
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DELCO- FRIGIDAIRE 


CONDITIONING DIVISION, GENERAL MOTORS SALES CORPORATION, DAYTON, OHIO 
AUTOMATIC | HEATING, COOLING AND AIR-CONDITIONING EQUIPMENT 
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APEX ROTAREX CORPORATION 
1070 East 152nd St., Dept. 7, Cleveland, Ohio 
West of Denver: Apex Rotarex Mfg. Co., 1420 45th Street, 
Oakland, California 

| WANT TO KNOW MORE ABOUT THE NEW APEX 
WASHER WITH SPIRAL DASHER—THAT WASHES 14 
FASTER AND 4 CLEANER. Please send full particulars 
together with illustrations and proof. 


Nome 


Company 


Street 


Pe 

SEE THE APEX AD ON THE INSIDE 

FRONT COVER OF THIS ISSUE... OVER 
MILLION APEX APPLIANCES IN USE 
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Dishwasher 


Housewife 


ANY appliance dealers have 

complained that the promotion 
of dishwashers has been in the same 
category with Mark Twain’s dispo- 
sition of the weather—‘Everybody 
talks about it, but no one does anything 
about it”. 

Scott and Shaffer, electric appliance 
dealers in Greeneville, Pennsylvania, 
decided to do something about it, 
however, and not only did they suc- 
ceed in building up an “A No. 1” list of 
“hot” prospects for the dishwasher, 
but they attribute the sale of six re- 
frigerators, three washers, two ranges, 
and one ironer, and a large number 
of small appliances, to the results of 
the additional store traffic secured 
through the promotion, 

How did they do it? 

They staged an old-fashioned con- 
test, a real knock-down, drag-’em-out, 
spirited and spectacular contest be- 
tween the electric dishwasher and a 
homemaker using the conventional 
methods of dishwashing—dishpan, 
water and soap. And, if the woman 
succeeded in washing her dishes be- 
fore the electric dishwasher finished 
its job, then she would win $100 in 
cold cash. 

The offer of $100 was more than 
enough to attract attention, and the 
response to the newspaper advertise- 
ment told this enterprising dealership 
that they “had something”. 

Accepting the challenge a young 
lady demanded the opportunity to win 
the hundred dollars, and aiter she got 
started she was so proficient that many 
in the audience thought she would win 
Spectators agreed that they never saw 
so many dishes washed in such a short 
space of time in their lives. But even 
with the super-speed and the above- 
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i Scott & Shaffer put on a 


race between them, with a 
$100 prize, and got them- 
selves a lot of attention 


average efficiency of the young woman 
in washing dishes, the electric dish- 
washer won by a comfortable margin. 

As a matter of fact, the young lady’s 
ability to do such an outstanding job 
made the electric dishwasher’s victory 
more impressive. 

D. S. Pollock, Westinghouse Dealer 
Supervisor, acted as Master of Cere- 
monies and explained the rules of the 
contest. In discussing the contest he 
had an opportunity to explain that 
the goal wasn’t only time they were 
trying to save the housewife by in- 
stalling a dishwasher in the home, but 
at that particular demonstration to 
make it more of a contest they would 
figure time and cleanliness alone, of 
which the timekeeper and judges would 
decide. Pollock then proceeded to 
select, at random, the three judges 
from the audience, two women and 2 
man; then named a timekeeper from 
one of the many willing spectators. 


NTEREST the dishwasher 

was heightened by the home 
economist who sat and read a maga- 
zine after she had placed the dishes in 
the dishwasher, while her determined 
opponent was laboring away over the 
dishpan with all the enthusiasm and 
doggedness a $100 prize would com- 
mand. Before the contest the young 
woman was very contident she would 
win, and had even brought her sister 
along so that she could act as a coach 
and adviser. 

As a token of goodwill, and im 
recognition of the splendid game, 
though losing the battle, she put up 
the young woman who had unsuccess- 
fully defended the traditional method 
of washing the dishes was given af 
electric percolator. 
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JUNIOR $495 List 


“MODEL 50 


Low Priced 


They CIRCULATE as they HEAT! 


ing h i letely. It’s the 
Circulating heat warms the air comp 
healthful, efficient way obtain maximum comfort, 


— heat— 
oman comfort. : i agree. Arvins circulate as they 
i ly —for maximum heating engineers 
be: = completely ' e drawing in the cold air, heating and circulating it at 4 
gin. feet per minute. 
lady's the rate of 45 cubic per! 
‘fcation, camp cottages and trailers have and rural homes—for or temporary heat 
for these efficient and econom- and hospital rooms—W 4 winter demand— 
ae broadened the gesagt because they are is needed. Cash in on the fall and wi Se re 
ical circulating heaters. They sell fast beca order these Arvin profit-makers today. 
st he priced for volume turnover. 
NOBLITT-SPARKS INDUSTRIES, Inc. Columbus, 
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@ Actual size: 914” x 5” base, 11” 
ne, of 11" high. 


would 
ed to 
judges 
and a 
from 
ors. 


vasher 
home 


ARVIN HEATERS HAVE MANY 


maga- 

PRACTICAL USES— 

mined | 

bath, for shaving, dressing, 

“ g hair and many other personal uses. 

Everyone likes the circulating warmth they 

S provide—to drive out the early-morning 
3 chill in bedrooms and bathrooms. 

wo 

ra All Arvin Heaters operate on 50 to 60 
ie cycles, 110 to 125 volt. Induction type 


nd in aa. ee re safe. Heavy gauge steel cabi i 

me MODEL 100 STANDARD $795 List ence. Rubber feet chet ae 
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TOASTMASTER 


THE BRIGHTEST SPOT in the whole electric appliance field! 
Every year sees increased sales of Toastmaster products. 1938 
is leading 1937, biggest year to date in all Toastmaster history. 


USINESS has been good, right along, for dealers 
selling the Toastmaster line. And it’s going to 
stay good. Here is the merchandise to prove it! 


This fall we are announcing the new Toastmaster 
Toast ’n Jam Set, to sell at $17.95—scarcely more 
than the price of the newly styled and improved 
toaster alone. There’s a new De Luxe Hospitality 
Set, more stunning than ever. And a new Standard 
Hospitality Set that tops any value ever before 
offered. And all the other best-selling Toastmaster 
stand-bys. It’s a great line! 


WITH EACH 


IT’S A GREAT IDEA! The new Toast- and the new 2-slice Toastmaster 


master Toast ’n Jam Set. An eyeful 
of sales appeal—so bright and color- 
ful that it will pep up any display. 


toaster. Ideal for the breakfast table, 
children’s after-school snacks, and 
Sunday chafing dish suppers. Sure 


Has a beautiful tray of primavera to be a favorite gift. How you'll sell 
wood, two gay-colored peasant-pot- it, for scarcely more than the cost 
tery dishes for jam and marmalade, of the toaster alone! $17.95 


2 EXTRA-PROFIT DEALS 


Two new Toastmaster deals are ready and waiting to step 
up your profit margin. On Deal A, with your order for the 
six Toastmaster products specified on this deal, you get 
the new Toast ’n Jam Set for only $5.00 (retail price, $17.95). 


On Deal B, with your order for three Toastmaster 
products as specified, you get the Toast ’n Jam Set for 
only $7.50. And with both deals you receive a complete 
kit of sales helps. 


These deals, good till August 31, give you a handsome 
bonus for being first to introduce the finest, fastest-mov- 
ing merchandise ever offered by Toastmaster. 


RS WHO ORDER 
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BRILLIANT NEW MERCHANDISE 
EXTRA-PROFIT DEALS 


OUT IN FRONT farther than ever! Re- 
fined and re-styled. The 2-slice automatic 
pop-up type Toastmaster toaster. $16.00 


NEVER STOPS selling! Has the same me- 
chanical perfection as its 2-slice team- 
mate. l-slice Toastmaster toaster. $10.50 


DE LUXE-R THAN EVER! This stunning Hos- new and exclusive design—in richly grained 
pitality Set has four lap trays, three appe- walnut or beautifully Sguesd mahogany. 
tizer dishes in sparkling Duncan crystal, The perfect gift. 

cutting board, toaster, and spacious tray of De Luxe Hospitality Set—Price $23.95 


BRINGS BUYERS! This Junior toaster 
carries Toastmaster quality into the non- 
automatic field. Price . . . . . $7.50 


THE BEST, that’s all. The Toastmaster 
waffle-baker, with instant-acting tem- 
perature control. Price . . . . $12.50 


SENSATIONALLY BEAUTIFIED! This standard (walnut only) and cutting board to match, 
tep Hospitality Set is a standout, with its gay- it is the greatest Hospitality Set value in 
the colored appetizer dishes of _ Stangl Toastmaster history. 
pottery. With extra-large De Luxe tray Standard Hospitality Set—Price $19.95 


get 

How FOR EXTRA PROFITS 2 

ster 

for 

lete It’s a great line—and it doesn’t weaken! Toast- zines in the world will tell, re-tell, and re-re- | FITS BOTH SETS! The most attractive 
master merchandise is selling where other _ tell the story. stand Toastmaster* has ever offered. Ma- 
merchandise is lagging. The line that gives you Good till August 31! The two extra-profit hogany or walnut. Converts either new 

me action is the line to push. deals are READY NOW for immediate delivery. 1939 Hospitality Tray into a handsome 

ans Toastmaster advertising this fall will again Phone, wire, or air-mail your distributor to- Coffee table. Price . . . . « . $5.95 
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send customers into your store. There’s no 
let-up in this advertising. The mightiest maga- 


day, or write direct to McGraw Electric Com- 
pany, Toastmaster Products Division, Elgin, Ill. 


QsPECIAL DEALS OFFERED UNTI 
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**TOASTMASTER?” is a registered 
trademark of McGraw Electric Co. 
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Dallas Power & Light Co. Meters 


a Group of Owners, Gets Cross 


Section of Habits and Opinions 


NTIL clasped up against the 
hairy chest of Old Man Ex- 
perience, there is no telling 


how any proposition will react. 

Only when an electric refrigerator 
is rolled into the customer’s kitchen 
can one get an idea of how it is go- 
ing to perform. Yes, there is cold, 
chaste laboratory data—but it has 
been run off without the complications 
of apple swiping brats, beer guzzling 
papas, and fat mammas who like to 
nibble gefullte fish at all hours. And 
these unknown quotients, and the 
laboratory answers become as zany as 
Rube Goldberg cartoons. 

Still, the prospect goes on wanting 
to know something before he lays his 
dough on the line, and there’s no 
disputing that a lot of sales are missed 
if your man has not at least a rough 
answer to each of his questions. 

This is the situation which swam 
before the attention of Stuart John, 
head of the rate division of the Dallas 
Power & Light Company. With the 
approval of Colonel Holland and G. 
L. McGregor, commercial manager, 
Mr. John picked the names of 48 
employes out of a hat and proceeded 
to clap sub-meters on their refrigera- 
tors. They were not self-conscious 
guinea pigs, but owners proceeding 
calmly on their way. The families 
were big and little, rich and poor, 


of the behavior of actual owners. 
Armed with this, information any 
salesman can say to his prospect, 
“Judging by this dope, the chances are 
your experience will be something like 
this: 

1. Cost of operation. It can’t be 
pegged. Everything depends on the 
family’s mode of living. Low was a 
family of two using 272 kw.hrs. and 
high was a family of four with 1,070 
kw.hrs. As the number of urchins big 
enough to swing open ice box doors 
increases, up goes cost of operation. 

Those curious to discover what these 
Texans paid for refrigeration should 
know that the Dallas rate is 43-4-2. 
The 43¢ step covers the first 40 kw. 
hrs., the 4¢ covers the next 100, and 
2¢ is the cost beyond that. Possibly 
4¢ per kw.hr. is a good rule of thumb 
to use. 

One point the salesman can make 
with forcefulness is the fact that new 
model refrigerators do not cost nearly 
as much to run as their predecessors. 
Look at this: 


Model of 

refrig- 

erator 
Kw. hr. current consumption 

1930 803 595 855 Average 750 kw. hrs. 

1929 549 982 786 798 625 Average 935 
kw. hrs. 

1931 520 612 Average 566 kw. hrs. 

1932 746 1070 804 Average 873 1/3 kw. 


Stuart John avoided self conscious guinea pigs, 
clapped meters on refrigerators of old owners 


More Data on 


Retrigerator 
perating Costs 


Of course there were not enough 
people in the check to prove any law 
of averages, but that drop from 750 
to 4217/17 is significant. 

2. What size box shall we buy? 
Here the obvious truth that this 
writer has always believed in was 


for economy, is not only cramping but 
unnecessary. 

Nor can we fit any family with a 
particular size refrigerator, judging 
by selections made by this group of 
48 Dallas families. Here is a com- 
parison of varying sized groups and 


and the boxes were old and new. This hrs maintained—that it costs very little their selections: erat 
was O. K. with Mr. John. He wanted 1934 593 530 386 Average 503 kw. hrs. more to operate a large refrigerator N 
to learn how sapiens Americana got 1935 384 583 504 380 540 342 221 367775 than a small one. Here was uncov- WHAT SIZED REFRIGERATOR DIFFERENT on 
along in real life with a refrigerator. aatae te — 538 Average 487 = 2 sales ee will eer SIZED FAMILIES PREFER P H 
So, in the findings released to Elec- valuable as the replacement of o 
trical Merchandising, Mr. John is electric refrigerators starts—showing No, in family feet*) Fi 
able to present a small cross section Average 421. 7/17 kw. hrs. that the tiny box, bought originally 45 6 7 8 ¥ 10 15 tod 
Family of 2 | | 4 3 0 0 0 0 
Family o 
YEARLY CONSUMPTION OF ELECTRICITY FOR KW. On Family aoe + £3 8 Has 
REFRIGERATION IN KW. HRS. Family of 6 0 0 0 0 1 0 O 0 
5 ‘ Size of Refrigerator in Cu. Ft.* Family of 7 0 0 0 t 1 0 O 0 Yes 
Number in Family 
68 4 5 6 7 9 10 15 Has 
384 725 549 803 318 431 AVG. 549 318 612 305 803 982 824 ; It would seem that a 7 cu.ft. size insi 
552 547 982 231 595 = pd = 552 725 is most popular. Of course it must be No 
AVG. 479 1070 612 434 386 454 804 AVG.428 AVG.764 remembered that these people are util- 
468 583 670 786 490 798 434 479 ity employees and probably enjoyed a 
624 746 804 504 824 670 592 discount, nevertheless a trend is dis- 
AVG. 639!/2 592 221 AVG. 598 352 538 Dallas lies in a hot country, and 
382 : 367 384 electric refrigerators get a vigorous 
AVG. 7481; 456 AVG. 466% 272 454 workout in that climate. Obviously 
= 485 593 Mr. John’s data represents what may 
380 almost be considered maximums, in 
352 AVG. 485 746 ° ‘ so far as operating current is consid- 
798 342 Years consumption of ele=- ered. In other regards he has estab- 
ao 540 tricity in kw. hrs. lished fair guides of behaviorism. By 
775 — ‘ turning the kitchen into a laboratory, 
272 625 he has produced a good rule of thumb 
AVG. 404 AVG. 565 that Mr. Public may follow in filling 
in the old order blank. 
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@ We have always believed that 
Dry-Zero should be a key point in the refrig- 
erator salésman’s story. 


Now we know it. Dealers in 29 states have 
proved it—to themselves and to us. 


Here is the proof: 

First we gave a book of facts about insulation 
to dealers. Then we wrote 198 of them to find out 
how they used the book, and 108 replied. Here 
are the questions we asked and their answers: 
Has the book helped you sell refrigerators? 
Yes—107. No answer—1 
Has it helped you explain the importance of 


insulation to your customers? Yes—107. 
No answer—1. 


REDUCES 
REFRIGERATOR 
OPERATING 

COSTS 


ok that turn 
closed m 


4 The Most Efficient 


107 DEALERS PROVE IT! 


Dry-Zero Insulation DOES 
help sell refrigerators 


is How SOME REFRIGERATOR 
quis 1s HOW 


ed the 


Have you shown prospects the book while 
talking to them? Yes—104. No-3. No answer-1. 


Have you shown prospects the table showing 
that Dry-Zero is the most efficient insulation? 
Yes—105. No—1. No answer—2. 


Has the fact that Dry-Zero is the most efficient 
insulation helped you sell Dry-Zero insulated 
refrigerators? Yes—107. No answer—1. 


Would you like some new Dry-Zero sales-helps 
for use next year? Yes—106. No—1. No answer-l. 


These answers tell but half the story. More 
than half of the dealers wrote enthusiastic 
comments on the sheet, proving that they 
were not merely responding to a skillfully 
worded questionnaire. 

These proofs of Dry-Zero’s sales value 
match the scientific proofs of its peak effi- 
ciency and durability. Using these facts as 
dramatized in the Book of Facts has helped 
make more sales for others. It can help you 
too. Get your free copy now! 


DRY:ZERO 


ENS ULATION 
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Here’s extra proof of Dry-Zero’s sales value. These 
are only a few of the spontaneous comments dealers took 
the trouble to write: 


I have had 6 sales this season entirely on a Dry-Zero 
demonstration — 
KENTUCKY 


Your book on insulation facts has been a very great help 
in selling our merchandise — 
OREGON 


The Dry-Zero booklet is the finest sales help I’ve ever 
seen. It worked every time it was used — 
WEST VIRGINIA 


The information you have given us on Dry-Zero has 
clinched many sales — 
ILLINOIS 


Showing a customer the facts in black and white con- 
vinces him more than an hour's sales talk — 
NEW YORK 


I consider this book a real asset and it is a part of every 
one of our salesmen’s portfolios — . 


The graphs and cuts tell the story thru the eyes— 
CALIFORNIA 


With the aid of your book it is not difficult to convince 
customers that we are using a superior insulation. It 
helps sales— 

PENNSYLVANIA 


The Dry-Zero information gives us a decided edge over 
other makes of refrigerators with an insulation of lower 
rating — 

COLORADO 


The book has certainly helped me to sell refrigerators. I 
could not be without it— 
NEW YORK 


This book has been a definite help to us in closing sales 
because all refrigerators look good from the outside— 
MINNESOTA 


Our department manager has built a very good sales 
story around your booklet that has helped close many 
deals for us men— 

OHIO 
Your Book of Facts is an outstanding help to any sales- 


man. Anyone not using it is missing a very good bet— 
WISCONSIN 


(Originals of these letters are on file in the offices of 
Dry-Zero Corporation, Chicago.) 


SEND: The Book of Facts for use in selling refrig- 
erators. (One copy free. Extra copies 25¢ each.) 


Rates copies at each... 


Send to: Dry-Zero Corporation EM 8 
Merchandise Mart, Chicago 
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And, too, this washer 
is powered by a G-E 
motor 


1 know G-E 
motors are de- 
pendable—my 
refrigerator is 
equipped with 
one 


Washer and ironer motor with 
tesilient-ring mounting 


THEY HELP SELL 
APPLIANCES 


Since the beginning of the 

appliance industry, General 

Electric has continually im- 

proved its motors to keep step 

' with new designs in appli- 

‘ ances. As a result, G-E motors have always 
given dependable service. 


Let's go to Jordan 
Church's—they 


treated us 
fine on our refrig- 
erator and w 


oro 


GIB: 
Mz 


Impartial surveys indicate that the public knows 


this, for these surveys show that it prefers G-E GRI 
motors. Thus, G-E motors on your appliances Gibson 
es 86 are evidence to prospects that the electric equip- frigera 


ment is O.K. They are also another indication 
that your units are of high quality—are the 
ones to buy. 


THEY HELP 
KEEP THEM SOLD 


No MATTER how new in design an 
appliance may be, you can be sure 
that a G-E motor on it will do the 
job. Every G-E motor design has 
been tested in the laboratory and in actual service; and each 
motor is given a two-hour performance test before it leaves 
the factory, in addition to the many rigid tests that individ- 
ual parts pass during manufacture. 


Not only do G-E motors make the first sale easier, but they 
also give customer-pleasing performance that makes your 
next sale easier. General Electric, Schenectady, N. Y. and t 
distri 
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PEOPLE - PRODUCTS - PLANS 


Electrical Merchandising Review of the Month 


flugust /938 


George H. Jaud, (right) Gibson's new district sales manager in Washington, 
D. C., Maryland, Virginia and Pennsylvania, poses with F. E. Basler, general 
sales manager (left) and E. F. Edsall, assistant to the sales manager. Jaud and 
Basler are old Atwater-Kent buddies. 


GIBSON RANGES TO BE 
MARKETED THIS FALL 


GREENVILLE, MICH.—Charles J. 
Gibson, president of Gibson Electric Re- 
irigerator Corporation, has just an- 
nounced the entrance of his organization 
into the range industry. A complete line 
of electric ranges will be offered to the 
trade this fall, under the Gibson name. 

Heading the Gibson Range Division is 
E. A. Rutenber, who comes to Gibson 
from the Norge Corporation where he 
spent a year on special range research. 
Previous to his connection with Norge, 
Mr. Rutenber spent fifteen years with 
Lindemann & Hoverson (L. & H.) of 
Milwaukee. 

Mr. Rutenber is accepted throughout 
the industry as the outstanding pioneer 
and inventor of new features in electric 
ranges. These include the full current 
oven thermostat, automatic oven timer, 
cooking units, and control circuits, most 
of which were developed by Mr. Ruten- 
ber in his own organization, the Rutenber 
Electric Company of Marion, Indiana, 
which he started in 1912. 

In announcing Mr. Rutenber’s appoint- 
ment, Mr. Gibson said that the com- 
pany’s entrance into the range business 
was made to even up production sched- 
ules for the factories on the one hand, 
and to meet the requests of many Gibson 
distributors and dealers on the other. 


Warner Skiff Retires 


Warner M. Skiff, outstanding figure in 
e lamp and lighting industry, and since 
1912 manager of the Nela Park Engi- 
neering Department of General Electric 
Company, has announced his retirement 


following thirty-two years of continuous 
service, 


G-E STARTS FINANCE 
PERIOD INSURANCE 


NEW YORK—To extend protection 
to dealers and purchasers of General 
Electric appliances and air conditioning 
apparatus against loss from various 
causes during the financing period, the 
General Electric Contracts Corporation 
has announced a unique customer-insur- 
ance plan. 

On the theory that anything from a 
small fire to a catastrophic flood is bound 
to affect adversely the local appliance 
dealer, causing a slump in sales and the 
discontinuance of time payments on con- 
tracts, the insurance plan has been in- 
corporated in all of the retail financing 
operations of the organization. Under 
the plan the G-E dealer, as well as his 
retail customer, is protected during the 
life of the contract against loss, destruc- 
tion, or damage to the equipment caused 
by circumstances beyond the control of 
the purchaser, his agents, servants, or 
employees. Protection is supplied against 
fire, lightning, windstorm, tornado, earth- 
quake, cyclone, flood, explosion, collision, 
derailment, transportation, stranding, sink- 
ing, theft, and pilferage. 

The protection is in the form of regu- 
lar insurance written under a_ blanket 
policy by the Insurance Company of 
North America. As each retail transac- 
tion is recorded on its books, G.E.C.C. 
issues an insurance participation cer- 
tificate to the customer, showing his 
name and account number. 

The dealer is insured against the same 
perils as is the customer, and is not 
obligated to repurchase an account in the 
event that the customer’s default is the 
direct result of loss or damage to the 
equipment because of the hazards out- 
lined. The insurance also applies to the 
merchandise while it is being repaired 
or adjusted in the dealer’s place of busi- 
ness or in other locations. 


ELECTRICAL MERCHANDISING—AUGUST, 1938 


ECONOMY TO BE THEME OF MKB 
FALL ELECTRIC RANGE DRIVE 


August and September 
"Preparation Months" 


NEW YORK-—Setting the state for a 
fall boom period in electric range sales, 
the Modern Kitchen Bureau will place in 
the hands of dealers—on or about August 
1—a full kit of sales tools to be used in 
an aggressive clean-up drive to make 
electric range owners out of prospects 
everywhere. 

Capitalizing on the tremendous inter- 
est aroused in electric ranges and elec- 
tric cooking by the 1938 campaign, which 
has been supported by wide newspaper 
advertising this fall program will go 
right into the housewife’s kitchen. 

Based on facts supported by actual 
cost of electric range operation, this pro- 
gram is built around the retail sales- 
man. 

Centered around the challenging slo- 
gan: “Electric Cooking Costs 4 What 
You Think” this fall program sets the 
stage during October—appropriately titled 
“Discovery Month”’—for home-makers 
who will discover at this time that elec- 
tric cooking costs are on a competitive 
basis with those of any other method 
they can name. 

In proof of this, an outstanding, sales- 
invoking idea in this program calls for 
retail salesmen to visit homes where 
electric ranges are in operation—there 
to get the actual bills that show economy, 
then use these unanswerable arguments 
to clinch more sales. 

Complete with salesmen’s “How to 
Sell” booklets, colorful window display 
material that keys in with the “Discovery 
Month” sales theme, a tie-in newspaper 
mat service with place for dealer signa- 
ture, and radio spot announcements, the 
Modern Kitchen Bureaus array of sales 


— 


J 


helps is comprehensive, the program wel! 
organized all along the way. 

In addition, manufacturers are prepar- 
ing for their dealer display material that 
ties in with this fall theme. Everything 
is set for a unified program that will take 
advantage of the full year’s advertising 
and publicity—hammer home the low cost 
of operation. 

The months of August and September 
have been set aside as a Preparation Pe- 
riod to give dealers opportunity to get 
strong local promotion organized and 
ready to go when the starting gong rings. 


LOVELL ANNOUNCES 
WINDOW DISPLAY 
CONTEST 


ERIE, PA.—The Lovell Manufactur- 
ing Company, wringer manufacturers, 
have announced a window display con- 
test for National Washer-Ironer Week, 
with prizes totalling $300 for the best 
window featuring “Lovell-equipped” wash- 
ing machines. 

Window display material will be sup- 
plied dealers and it must be used all or 
in part. The material will be furnished 
free upon application. The display mate- 
rial furnished by the National Washer- 
Ironer Manufacturers Association may 
also be used in the Lovell contest but no 
washers may be featured that are not 
equipped with Lovell wringers. 

First prize in the contest will be $100; 
second $50 and third $35. Three fourth 
prizes of $25 each and four fifth prizes 
of $10 each complete the awards. Win- 
dows will be judged by photographs 
submitted. 


These smiling gals set the stage for the Modern Kitchen Bureau's "Discove 


Month" in October when the story of 
range drive. “Electric Cooking Costs !/2 as Much" is slogan. 


y will open the fall 
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R.E.A. APPROVES 
$11,415,200 IN RURAL 
EXTENSION LOANS 


WASHINGTON, D. C.—With the 
approval on July 7 of 69 loans aggregat- 
ing $11,415,200 for projects in 18 states 
and Puerto Rico, the Rural Electrification 
Administration started its share of the 
pump-priming activities approved in the 
relief and recovery bill, which authorized 
REA to borrow $100,000,000 from RFC 
in addition to the $40,000,000 in direct 
appropriation previously given it for proj- 
ect loans during the current fiscal year. 

The 69 loans, together with a prelim- 
inary list of ten others aggregating $1,- 
785,000 announced last week, will finance 
the construction of some 13,500 miles of 
rural lines to serve about 40,000 families. 
This will require 2,800,000 man-hours of 
direct labor, besides the purchase of 
36,000 miles of wire, 40,000 meters, 26,000 
transformers, and 275,000 poles. The cus- 
tomers, it is estimated, will spend about 
$1 for each $1 of federal funds for house 
wiring and appliances. 

Included in the list of loans is $15,000 
to members of the Pioneer Rural Elec- 
trification Cooperative, Piqua, Ohio, for 
the construction of a community refrig- 
eration plant—the first of its kind to be 


financed by REA. 


SEES THIRTY-SIX MONTHS 
PAPER ON WAY OUT 


CHICAGO—In a talk before the 
N.R.D.G.A. recently, W. W. Martins, 
credit manager, Carson Pire Scott & 
Company, Chicago, declared that maxi- 
mum terms of thirty-six months on in- 
stallment sales appear definitely on their 
way out, and the no down payment fea- 
ture has been virtually obliterated in 
department stores. In a survey he made 
in a number of stores, not a single one 
appeared to be following the no down 
payment policy. 

Totals deferred payment expense, 
based on the survey were as follows: 

Interest at 5 per cent—2.5 per cent of 
total deferred payment sales. 

Payroll—1.5 per cent of total deferred 
payment sales. 

Credit reports—.25 per cent of total 
deferred payment sales. 

Professional services, attorney fees 
and so forth—.08 per cent of total 
deferred payment sales. 

Postage—.27 per cent of total deferred 
payment sales. 

—.1/1 per cent of total 
deferred payment sales. 

Supplies—.17. per cent of total de- 
ferred payment sales. 

Unclassified—.12 per cent of total de- 
ferred payment sales. 


G-E 6-MONTH SALES DOWN 


SCHENECTADY — Sales 
General Electric Company during the 
first six months of 1938 amounted to 
$130,910,638, compared with $171,076,645 
during the corresponding period of 1937, 
a decrease of 23%, President Gerard 
Swope announced today. 

Profit available for dividends for the 
first six months this year amounted to 
$13,176,956, compared with $26,293,604 
for the first six months last year, a de- 
crease of 50%. This six months’ profit 
is equivalent to 46 cents a share of com- 
mon stock, compared with 91 cents a 
share in the same period last year. 

A dividend of 30 cents a share was 
paid for the first quarter, and 20 cents 
a share will be paid on July 25th for 
the second quarter, or a total of 50 
cents a share for the first half of this 
year, compared with 80 cents a share 
paid for the corresponding period last 
year, 


billed by 
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George McCartin, director of the Home Furnishing Exhibit of the New York 
World's Fair, is the center of a group at the Lamp Buyer's Idea Bureau at the 


New York Lamp Show. 


GOOD BUSINESS AT NEW YORK LAMP SHOW 


NEW YORK—The New York Lamp 


Show, ending July 22 after five days at | 


| 
| 


the Hotel New Yorker, offered another | 


substantial piece of evidence that confi- 
dence and optimism for improved fall 
business is a universal feeling. Sixteen 
hundred buyers from all sections of the 


country placed orders with the 175 ex- | 


hibitors for more business than all pre- 
dictions of a month ago, according to 
George F. Little Management, Inc., show 
directors. 

Indicative of the upswing was the de- 
sire on the part of syndicates, buying 
offices and large retailers to make major 
commitments and the reluctance of some 
manufacturers to accept orders for de- 
livery after September. The feeling 
among this group was that price advances 
might be necessary in mid-fall. In con- 
trast to the earlier hope that orders might 
approach last year’s figures, manufac- 
turers advised that business ranged from 
the equivalent of the last fall market to 


| 


eight and ten percent higher with a few 
exceptional lines doing very much better. 

The L.E.S. Better Light-Better Sight 
lamps featured a new series of Blue Rib- 
bon designs, the result of a recent con- 
test among designers and decorators to 
improve the appearances of these speci- 
fication lighting units. Twenty-two manu- 
facturers have been licensed to make the 
Blue Ribbon series. These lamps will be 
featured in the Better Light-Better Sight 
advertising campaign this fall which is 
sponsored by The Better Sight Lamp 
Makers, General Electric, and Westing- 
house. 

The Lamp Buyers’ Idea Bureau, an 
innovation at this show, was a source of 
merchandising assistance for buyers 
through exhibits and guest counsels fur- 
nished by various cooperating companies. 
Many buyers visited the Bureau and were 
so enthusiastic in their approval, the 
management reports, that more extensive 
plans are being made for its revival. 


The first of the new Blue Ribbon lamps pass their first rigid tests with flying 
colors: Preston S. Millar, president, Electric Testing Laboratories, W. F. Little, 
E. T. L. engineer and Norman MacDonald, E. T. L. assistant to president, check 


a sample lamp. 


Commemorating 25 years as president and founder of the Apex Electrical 
Mfg. Company, C. G. Frantz was tendered this banquet recently and presented 
with a wrist watch by Apex employees. With him are executives and depart- 


ment heads. 
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TWELVE CITIES LICENSED 
TO CERTIFY WIRING 


Applications in From More 


NEW YORK—tTwelve important cen- 
ters have now been licensed to operate 
the certification phase of the National 
Adequate Wiring Program, according to 
a recent announcement from the National 
Bureau. Cities recently added to this list 
are the following: 

Alexandria, Va., through the Electric 
League of Northern Virginia; Cincinnati, 
Ohio, through the Cincinnati Electrical 
Association; Omaha, Nebraska, through 
the Omaha Electrical League, and Salt 
Lake City, through the Electrical League 
of Utah. 

Cities now licensed—in addition to those 
just enumerated—are New York, Phila- 
delphia, Washington, D. C., Charlotte, 
N. C., Birmingham, Memphis, Tri-Cities 
and Los Angeles. In almost every in- 
stance the local group will certify homes 
wired to the approved local standard in 
an area larger than the city limits. 

Applications for a license have been 
received from four more cities. 

A complete presentation of the National 
Adequate Wiring Program was given by 
A. C. Tait, Bureau field representative, 
at Chapter meetings of the International 
Association of Electrical Inspectors held 
recently at Cedar Rapids, Gary, Owens- 
boro and Asheville, N. C. As a result 
of the interest aroused at these sessions, 
there is evidence that many electrical 
inspectors are planning to take an active 
part in the plans of their communities to 
improve wiring adequacy. 

Reports received at National Head- 
quarters from A. E. Schanuel, Bureau 
field representative, indicate that the en- 
tire southwest is actively interested in 
the National Adequate Wiring Program 
and that many important cities are tak- 
ing steps to tie-in with the wiring plan. 

Mr. Schanuel recently completed an 
extensive field trip covering the north- 
west, the West Coast and southwest. 
After leaving San Diego, he addressed 
industry meetings in Phoenix, El Paso, 
San Antonio, Austin, Corpus Christi, 
Houston, Beaumont, Dallas, Fort Worth, 
Tulsa, Oklahoma City and Wichita. 


CONSOLIDATED EDISON 
PLACES $3,500,00 
APPLIANCE ORDER 


For "Bargain Electrical 
Necessity Packages” 


NEW YORK—The first four of a 
number of large orders for electrical ap- 
pliances were placed with manufacturers 
recently by the Consolidated Edison Com- 
pany of New York, Inc. 

These orders call for about 500,000 
small household appliances, with a dol- 
lar value of about $3,500,000, to be in- 
cluded in a “Bargain Electric Necessity 
Package” to be campaigned by the Con- 
solidated Edison Company and its affili- 
ated companies in cooperation with their 
900 approved appliance dealers in Man- 
hattan, the Bronx, Brooklyn, Queens and 
Westchester starting September 1. 

The successful bidders for the first 
four orders were the General Electric 
Company, the Westinghouse Electric and 
Manufacturing Company, the Proctor 
Electric Company, and the Artistic Lamp 
Manufacturing Company. 

The packages will be specially priced 
and will be sold through the cooperating 
dealers, the dealers receiving full com- 
mission on all sales including orders taken 
by the companies’ employes. The com- 
panies’ employes, all of whom have been 
invited to participate in the campaign, 
will also receive a separate commission. 
The company will stock the appliances 
and make the deliveries. Whenever p0s- 
sible such deliveries will be made by the 
companies’ own employes. 
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"SELL THE USER” JERSEY 
CENTRAL'S MODERNIZATION IDEA 


ASBURY PARK, N. J.—“Using the 
yser” as an indirect means of obtaining 
new sales leads has been supplanted by 
the more direct method of “selling the 
yser” in a new kitchen modernization 
campaign being conducted by the Jersey 
Central Power and Light Co. 

At a “Big 3” (electric range, water 
heater and dishwasher) sales meeting 
held in the company’s auditorium, the 
modernization campaign was started off 
by B. A. Seiple, vice-president in charge 
of sales, who outlined a three-point pro- 
gram to find new ways to get business. 

1—By selling more electric ranges than 
in any other previous campaign. 

2—By selling one electric water heater 
for every two ranges sold. 

3—-By selling dishwashers. 

The idea then is to tie in these appli- 
ances with the complete modern kitchen. 

“You will recognize at once the nat- 
ural tie-in,’ Mr. Seiple pointed out, “a 
kitchen modernization campaign based 
upon the theory of selective selling to 
selected prospects. We know that electric 
range users are our best prospects for 
electric water heaters, and an electric 
range and water heater user literally is 
just waiting to be shown a dishwasher. 
These pieces of equipment fit naturally 
into the modern kitchen planning story, 
so that the whole job can be sold com- 
lete.” 

: Home demonstrations have been one 


of the key factors in Jersey Central's 
selling plans over the past few years. 
In the initial stages of its “using the 
user” method, the company’s home serv- 
ice department arranged to hold cooking 
demonstrations in the homes of recent 
range purchasers. These users acted as 
hostesses for a group of their friends at 
luncheon or dinner, and the company’s 
home service department put on the 
“party.” 

In the present campaign any user 
wanting to entertain some of her friends 
who might be range prospects may take 
advantage of the good offices of the home 
service department, which will demon- 
strate her range by the use of food. If 
a new range is sold the hostess receives 
a handsome aluminum set, or a pyrex 
oven set. 

During the entertainment also, a dish- 
washer, designed as a portable unit, is 
moved into the kitchen and demonstrated 
for the benefit of all. As a matter of 
fact, the dishwasher if often left in the 
kitchen over night so that the hostess 
can satisfy her own curiosity about this 
“new” appliance. 

So, the “Big 3” selling campaign re- 
solves itself into this: first, to sell the 
range customer a water heater and dish- 
washer; 2nd, to sell the guests an elec- 
tric range; 3rd, to sell the all-three idea 
in the setting of the complete modern 
kitchen. 


Walt Preston, local Crosley dealer at Martinsville, O. took advantage of a 
recent Farmer's Institute meeting to put on this snappy show. He sold a number 
of appliances and collected plenty of prospects, he says. 


PADLOCKS OFF POCKETS 
AT CHICAGO MARKET 


CHICAGO—Stove and winter goods 
of course got the play at the Chicago 
markets, but the first surge of buyers 
filled in bare cupboards. One Wisconsin 
department store that ordinarily carries 
200 washers reported an inventory of 15, 
and so it went. Very little heat was put 
on for “special” assemblages, and prices 
were steady. 

Said Frank S. Whiting who sees all 
at the Furniture Mart: “A fine mental 
attitude was the chief characteristic. Buy- 
ers know business is getting better. As 
a result there was a satisfactory volume 
and prices remained firm. Attendance 
was about 9,500, up 10 per cent. The 
kitchen display got a big hand.” 


Permutit Water Conditioning 
Sales Up 


According to Mark D. Rowe, manager 
of household sales of The Permutit Com- 
pany, sales for May 1938 reached a new 
all-time high. They were 43% ahead of 
May 1937. This was no flash in the pan, 
since sales for the first five months of 


1937, were very substantially ahead of 


IN DETROIT ITS THE 
DUTCH OVEN SUSAN 


60,700 Roasters Sold So Far 


DETROIT—Deciding that the name 
electric cooker or roaster was inadequate 
and a more personal term should be 
used, the Detroit Edison Company has 
named its various models the “Dutch 
Oven Susan” and a two quart casserole 
the “Little Sister Susan.” 

Over a five year period some 60,700 
cookers have been sold as follows: 

1933— 4,000 cookers 
1934— 9,100 
1935—12,000 
1936—15,500 
1937—19,500 


According to E. W. Hacker of the 
Detroit Edison Company, in a paper 
Association, this utility feels it gets a 
load of 200 kw hr. per consumer, pos- 
sibly 100 kw hr. At an average of 3.5 
cents per kw hr. the term would be $3.50 
per year. Mr. Hacker believes that cook- 
ers in no way effect the sale of ranges. 
Furthermore, the Detroit Edison Company 
does not make any effort to use the 
cooker as an introduction to electric 
ranges. 
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H. E. Bailey of Beverly Hills, Cal. local G-E dealer, moved into this beautiful 


store recently. 


It's right in the heart of the movie colony which should mean 


a flourishing business. So far, they have had a steady record of sales. 


FALL WATER HEATER PROGRAM 
CENTERED ON RETAIL SALESMAN 


June Letter Winners 
Announced 


NEW YORK—Three retail water 
heater salesmen collected $10 prizes again 
in June for letters on the subject “How 
I Sell Electric Water Heaters.” The 
winners, announced by the Modern 
Kitchen Bureau, sponsors of the contest 
which will run all year, were Edgar H. 
Dowson, United Illuminating Company, 
New Haven, Conn.; E. A. Darden, Jr., 
Virginia Electric & Power Co., Norfolk; 
and C. C. Fitts, Virginia Electric & 
Power Company, Roanoke Rapids, N. C. 

A prize of $100 will be awarded for 
the best letter submitted during the year. 

The fall water heater program is all 
complete, according to August Jaeger, 
chairman of the advertising committee 
of NEMA’S Water Heating Section. 

“National Electric Water Heating 
Council, stimulating electric water heater 
sales during the first part of the year with 
a series of contests for utilities, utility 
engineers, dealers and salesmen, has now 
designed a fall program which will give 
added ammunition to the salesmen on the 
firing line of selling,” said Mr. Jaeger. 

“Capitalizing on the fact that more 
than a million electric water heaters are 
now in use, the Council has set aside the 
month of October as “Discovery Month,” 
inviting prospects everywhere to dis- 
cover for themselves “What a Million 


Users of Electric Water Heaters Have 
Discovered.” 

“With the stage thus set,” continues 
Mr. Jaeger, “retail salesmen will have 
plenty of opportunity to put to profitable 
use a new selling procedure outlined in 
a special selling guide furnished by Na- 
tional Electric Water Heating Council, 
the Modern Kitchen Bureau. 

“Here, a successful selling method, 
based on the discoveries of more than a 
million users of electric water heaters, 
is put into the salesmen’s hands. 

“Cleverly arranged, written so that it 
can be used by the salesman to organize 
a forceful story, or to give to the pros- 
pect to read for himself, this sales book- 
let crystalizes in a few short pages a 
dramatic presentation of the advantages 
of the electric water heater. 

“As a silent salesman in itself, copies 
of this booklet can be placed in utility 
and dealer salesrooms where it can be 
had by shoppers, or mailed to prospects 
to give salesmen a sure foot inside of 
doors. 

“This full program is completely out- 
lined in Modern Kitchen Bureau’s dealer 
broadsides, the first of which will be 
mailed throughout August and Septem- 
ber. This schedules the months of August 
and September as preparatory months— 
with October the period for intensive 
local electric water heater sales drives,” 
concludes Mr. Jaeger. 


ROCK-OLA MOTOR SCOOTERS OFFERED TO 
MEET DELIVERY PROBLEM 


CHICAGO, ILL.—Electrical appliance 
dealers and distributors have found that 
the recently developed motor scooter 
offers speedy delivery at extremely low 
cost. No other form of transportation is 
quite as economical as this small gaso- 
line-engine powered vehicle which runs 
125 miles on one gallon of gas. Trial 
tests have proved its stamina—it has 
more than sufficient power to take any 
hill, and is capable of a speed as high as 
30 miles per hour. 

The motor scooter is currently attract- 
ing the enthusiastic attention of dealers 
eager to share the profits in what some 
claim may be America’s next great in- 
dustry. 

Recently announced in the motor 
scooter field is the Rock-Ola motor 
scooter, produced by one of America’s 
large manufacturing concerns, the Rock- 
Ola Manufacturing Corporation, 828 
North Kedzie Avenue, Chicago, Illinois. 
The Rock-Ola motor scooter incorpo- 
rates many revolutionary new improve- 
ments in design and engineering, includ- 
ing the patented feature, “floating ride’— 
a spring suspension which effectively ab- 


sorbs all bumps and jolts. The special 
delivery model features a front package 
compartment that is compact, but spacious. 
There are two wheels in front, and one 
in back, which, along with an extremely 
low center of gravity, gives maximum 
safety. This is the only delivery scooter 
on the market equipped with a regular 
automobile steering wheel. 

Electrical dealers have found the motor 
scooter a valuable investment not only 
because of the low-cost delivery service, 
but also as an effective advertising 
medium and means of expanding their 
trading areas. An electrical appliance dis- 
tributor might easily double the scope of 
the area he serves by offering quick de- 
livery via motor scooter, and with the 
firm name prominently displayed, it would 
have considerable effect in rapidly adver- 
tising the establishment throughout the 
trading area. 

The entry of such a large, substantial 
concern as the Rock-Ola Manufacturing 
Corporation into the motor scooter field 
has brought with it convenient time pay- 
ment plans so that it is now possible for 
dealers to buy on down payment. 
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@ ATTENTION, please! Kitty is lecturing . . . pointing out 
to you the host of modern improvements and refinements 
embodied in the new Kitchen Kit Electric Food-Fixer. 


@ These are points that you will want to know and remember, 
because they set an entirely new standard of excellence in 
the electric mixer field. We believe that they reflect the two 
years—and more—of careful research and experiment devoted 
to producing the most efficient, most beautiful electric mixer 
ever developed. 


Plastic Case. The first ever offered on an Easy Handling. Removing motor from base 
electric mixer. Light-weight, lustrous Durez. is a simple, one-hand operation. You 

merely grasp the handle and pick it 
Style and Design. Executed by Robert up. 


Heller, noted industrial designer, the new 
Kitchen Kit is up-to-the-minute in stream- Perfect Balance. Correct distribution of 
lined beauty, and includes two stunning weight gives the new Kitchen Kit a balance 
white opaque glass mixing bowls. that is kind to the weakest wrist. 


Built-in Power Unit. Incorporated in the Multi-duty Operation. The new Kitchen 


case, always ready for service. Does not Kit is designed to perform several opera- 
have to be attached, detached, or stored tions at once, saving both time and labor. 
separately. 


Famous Gilbert Motor. Top-quality mo- 
tor for years of hard service. Ventilated to 
assure cool operation at all times. 


Selective Finger-tip Control. Continuous 
power control from one to sixteen speeds. 


Centrifugal Strainer. This latest scien- 
tific development, standard on some models 
or available as optional equipment. 


A. C. GILBERT COMPANY 


Makers of fine-quality electrical appliances 
NEW HAVEN e CONNECTICUT 
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PREMIER MARKETS NEW 
TANK-TYPE CLEANER 


CLEVELAND, O.—There is something 
new in vacuum cleaners on the market, 
according to Premier who are announc. 
ing the “Vac-Kit,” a tank-type cleaner to 
sell at $29.50 which is due for intensiye 
promotion and merchandising. 

One of the first of this type of cleaners 
to carry Good Housekeeping’s Seal of 
Approval, the cleaner is announced as a 
“dusting tool” for all above-the-floor 
dusting, for dusting bare floors and for 
quick pick-up of loose surface dirt and 
litter from floor coverings. 


R. B. Wilson, Premier vice-president, 
develops new cleaner 


A full page ad in the September issue 
of Good Housekeeping will serve to intro- 
duce the new machine to the public and 
a continuous campaign in trade magazines 
and other promotional media will launch 
the “Vac-Kit” on its marketing way. 


Much of the credit for this new clean- § 


ing device goes to R. B. Wilson, vice- 
president of Premier, who has been re- 
sponsible for much of the development 
work, 


G-E ISSUES NEW KITCHEN 
PLANNING BOOK 


CLEVELAND, O.—Incorporating the 
practical principles of kitchen planning 
proved through many years of experience, 
a new authoritative kitchen planning book 
has just been announced by the specialty 
appliance sales division of General Elec- 
tric at Nela Park, Cleveland, where has 
been played a major role in developing 
the modern kitchen as it is known today. 

The work tells the importance of an 
efficient kitchen; gives basic kitchen lay- 
outs; tells how to determine kitchen size 
and select kitchen equipment; explains 
wiring; and gives appliance specifications. 
It will be made available through General 
Electric distributors. Recommendations 
contained in the booklet are based upon 
findings of kitchen specialists, including 
architects, home economists, and house- 
wives who have been closely associated 
with the modern kitchen movement since 
its inception. 


Apex Adds Four New 
Distributors 


Charles W. Smith, general sales man- 
ager of Apex Rotarex Corporation ol! 
Cleveland, Ohio, manufacturers of Apex 
washers, ironers, cleaners and refrigera- 
tors, announces the appointment of sev- 
eral new distributors of Apex appliances. 

Universal Distributing Company ° 
Richmond, Virginia, to cover Virginia 
and Southern Maryland; Steves Distrib- 
uting Company of San Antonio, Texas, 
to cover Texas and surrounding tert! 
tory; Philco Distributing Company of 
Syracuse, New York, to cover Syracus¢ 
and surrounding counties; the Ignition 
Service & Supply Company of Albany, 
New York, to cover Albany and sur- 
rounding counties. 
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New Positions of the Mouth 


Westinghouse Electric Supply 


Walter Williamson, manager of Ap- 
paratus and Supply Sales, has been 
elected vice-president of the Westing- 
house Electric Supply Company. Mr. 
Williamson will carry the responsibility 
for the development of the Company’s 
Apparatus and Supply business, both as 
to operations, through the Company’s 72 
branch houses in the field and relation- 
ships with suppliers. 


WALTER WILLIAMSON 


Undoubtedly one of the most widely 
known men in the industry, Mr. William- 
son has been active in the Agent Jobbers 
Association, was its former president for 
several years, and is now active Chair- 
man of the Lighting Committee. 


Zenith 


The Zenith Radio Corporation of Chi- 
cago, Illinois, through its President, Com- 
mander E. F. McDonald, Jr., announced 
today the appointment to its staff of 
Sylvester T. Thompson, until recently 
vice-president, general manager and di- 
rector of Pilot Radio Corporation. Mr. 
Thompson is well known in the radio 
industry having been identified with it 
for sixteen years. He has served the 
Radio Manufacturers’ Association as a 
Director and as Chairman of its Export 
Committee. At the time that Inter- 
national Telephone & Telegraph Company 
operated Kolster Radio, Inc., and the 
Federal Telegraph Company in Newark, 
N. J., Mr. Thompson was executive vice- 
president and director of the Kolster 
manufacturing subsidiary and in charge 
of operations at Federal. In adition to 
other duties, he will be responsible for 
export sales and merchandising. 


Fluid Heat 


Chas. N. Lockwood, known through- 
out the industry as “Lock,” has joined 
the Fluid Heat organization, according 
to a statement by W. F. Brannan, Presi- 
dent of the Company. : 

“Lock” was President of the Oil Burner 
Institute during 1937, and for the past 
eight years, was sales manager of Nu- 
Way. In his new connection he becomes 
western manager with headquarters in the 
Chicago district. 


W. T. White 


_W. T. (Bill) White, on July 1, re- 
signed as manager for the washer-ironer 
division of the Crosley Radio Corpora- 
tion, Cincinnati, Ohio, to accept a position 
with the Louis Rastetter and Sons Com- 
Pany, according to W. C. Rastetter, presi- 
dent of the latter firm. 


The Louis Rastetter and Sons Com- 
pany with plants in Fort Wayne, Indiana, 
is a leading manufacturer of folding 
chairs and bridge furniture. 

White has been manager for the 
washer-ironer division of Crosley since 
1936. Previously, he was advertising and 
sales manager for the Horton Manufac- 
turing Company. 


Apex 


Charles W. Smith, general sales man- 
ager of Apex Rotarex Corporation of 
Cleveland, Ohio, manufacturers of wash- 
ers, ironers, cleaners and refrigerators, 
announces a transfer and several addi- 
tions to the Apex sales staff: 

R. E. Hill, formerly Apex representa- 
tive in Fort Wayne, Indiana, has been 
transferred to the Cleveland Sales ter- 
ritory; Charles Hughes, has been ap- 
pointed Apex representative in the Day- 
ton, Ohio, territory; R. F. Dacus has 
been appointed Apex representative in 
the Carolinas; W. N. Corpening has 
been appointed Apex representative in 
Virginia, 


Roto-Shaver 


Ernest D. Story, formerly with West- 
inghouse and General Electric, also a 
member of the board of the Electrical and 
Gas Association, has been appointed as- 
sistant to Mr. A. M. Andrews, presi- 
dent of Progress Corporation. 

Distribution and sales of Roto-Shaver, 
the new type electric shaver, will be di- 
rected by Mr. Story, who is now appoint- 
ing dealers prior to a national consumer 
campaign in newspapers and magazines. 


Merchandise Mart 


At the last meeting of the 14th Floor 
Mart Club of the Merchandise Mart, 
Chicago, T. B. (Ted) Swartzbaugh was 
elected President of the organization. Mr. 
Swartzbaugh has served the club in va- 
rious capacities for a number of years. 
He is manager of their Chicago office, 
and vice-president of the Swartzbaugh 
Manufacturing Co., Toledo, Ohio. 


T. B. SWARTZBAUGH 


To increase sales through closer co- 
operation among all the tenants on the 
floor will be the aim of the club, accord- 
ing to Mr. Swartzbaugh. 


Permutit 


Jerry P. Jeter has recently joined the 
Permutit Company of New York, manu- 
facturers of water softening equipment, 
and is now stationed at Dallas, Texas as 
district manager for that state. Another 
appointment is that of Lloyd S. Seely as 
district manager for household sales in 
western New York and western Penn- 
sylvania. 
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ROTO-SHAVER 
at $1875 
Is the biggest Profit News 


WITH TWO HEADS 


A Shaving Head for Him 
A Depilator Head For Her 
Instantly Interchangeable 


Because of Its Performance, Packard Roto-Shaver is slated to be the out- 
standing shaver success of 1938. Men are tired of shaving makeshifts; 
and, Roto-Shaver, alone in the field, definitely promises: (1) That it shaves 
as close as a fine blade razor...(2) Does so the first time used — no 
training period...(3) Won't irritate even the most sensitive skin... 
(4) Is sturdy, easy to clean, will not spray “whisker-dust”...(5) Will 
shave better, sooner! 


Because of Its “Plus-Profits,” Roto-Shaver will be your favorite. It sells 
on the first demonstration — and you make, not $2.00, or even $5.00, but 
$6.25 to $7.50 on every sale (discount in lots of less than six —334%3% off 
the $18.75 net, for six and over in one shipment — 40% discount). 


Because of Its Policies, you will be glad to push Roto-Shaver. Retailers 
will receive all the sales cooperation possible — but all orders must be 
placed through the jolober. The retail price will be rigidly maintained; 
and all violations will be immediately prosecuted. A powerful national 
advertising campaign is already breaking —local newspaper ads will 
stimulate business in special cities throughout the year. Order your 
Roto-Shavers today! 


PROGRESS LEKTRO-SHAVE CORPORATION 
521 FIFTH AVENUE, NEW YORK, N. Y. 
Canadian Distributors: Progress Corp. of Canada Ltd. 


Progress Lektro Shave Corporation 
Clip and Mail 521 Fifth Avenue, New York, N. Y. 
TOD AY Please send...... Packard Roto-Shavers at $18.75, less...... %o 
(334% discount in lots of less than six; 40% in lots of six 
Order your Roto-Shavers or more). 
now—but, in accordance Bill through (Jobber’s name) . ..........seseeeeeeeeeeeeees 
with our jobbers policy, j 
as stated above, be sure 
name on the coupon at 
v. M. Copyright, 1938, Roto-Shaver, Inc. 
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Western 


NEWS FLASHES 


In non-competitive electrical districts 
of northern California the Pacific Gas 
& Electric Company is now allowing 
$50 free wiring allowance on electric 
range and water heater installations, 
providing the range sells at $130 
more, the water heater at $69.50 or 
more. Liberal trade-in allowance for 
coal, oil or wood or tank-gas stove and 
terms for the combination purchase at 


$7.14 a month or less are other fea- 
tures of the offer, which is announced 
in “See Your Dealer” advertising. 


Evaporative coolers are also receiving 
promotional attention by the power 
company in Sacramento valley points. 


* * * 


A picture puzzle contest for which 
the capital prize was a Norge refriger- 
ator, with four lesser prizes of gro- 
ceries was a combination promotion by 
the Cardinal grocery stores and K. O. 


Stout, electrical appliance dealer of 
Sacramento, Calif. The puzzle picture 
was on the entry blank, which was 
obtained at any of the participating 
stores. 


Hanes Ken tye Stain | 
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Hale Bros. of Sacram-nto announced 
recently that they had added three 
more carloads to the fourteen carloads 
of Sparton refrigerators they had 
already sold, making seventeen car- 
loads in all this year. They have also 
been running a sale on radios—$13,000 
worth, name and price unannounced, 
but values vouched for. 


* * * 


The Sacramento Plumbing Company 
announces the opening of a new de- 
parement featuring Norge home appli- 
ances. 

* * * 

Both first and second prizes in the 
kitchen design contest sponsored by 
Better Homes and Gardens magazine 
went to western homes. First prize 
was awarded Tom Makino of Los 
Angeles, second to Mrs. Paul G. Hahn 
of Spokane, Wash. Needless to say, 
both kitchens were all-electric. 


* * * 


The Robinson Radio Shop of Los 
Angeles recently 


had on display an 


Better Lighting Homes. Relieve 
hit Conditioning Attic Ventitations 


Kitche 


Adds Attic Fan to Model 
Kitchen 


Walk into the electric shop of the Hous- 
ton Power & Light Company and you will 
discover a roof over the model kitchen, 
displaying an attic fan. In the kitchen ceii- 
ing is the grill and everything is set for 
demonstrating. 


Describing the retailing set-up of this Texas town, H. Fred Staacke (inset) residen- 
tial sales superintendent, says that approximately $5,900,000 in electrical appliances 


were sold in 1937. 


Of this specialty dealers did approximately 70 per cent of tie 


business, utilities 8 per cent, department stores 4 per cent, drug stores 2 per cent and 


the balance going to other sources. 
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Big crowds visited one of the first air conditioning shows held on the West Coast. 
This picture shows some of the visitors at the Thermo Air Conditioning Institute build- 
ing in Los Angeles where 24 companies displayed their products. 


electric refrigerator which had been 
buried for a month in mud and debris 
as a result of the March flood in that 
region and then dug up. The box was 
a little warped, but the electric unit 
operated to perfection and froze ice 
cubes in reliable fashion. 


* * * 


Not more than three couples at a 
time, is the rule for prospect demon- 
strations given in their model kitchen 
by the Willshire Refrigeration Com- 
pany of Los Angeles. Proprietor S. A. 
Dinwiddie also stages occasional cook- 
ing classes for new owners of electric 
ranges, who pass along their enthu- 
sasm to friends and neighbors. 


* * * 
An electrically cooked dinner for 130 
was the contribution made by H. C. 


Rose, proprietor of the Easy House- 
keeping Shop of Los Angeles toward 


the building fund of the Figueroa 
Christian Church. The dinner was 
cooked in the dealer’s Westinghouse 


electric kitchen by a home economist 
from the Los Angeles Bureau of Power 
and Light and was not only a money 


making event for the church, but an 
excellent advertisement of electric 
cookery. 

* 


The California Radio & Electric 
Company is a new electric appliance 
and radio dealer in the Los Angeles 
district. 

* * &* 

When the Elster Hardware Company 
of Los Angeles discovered that Mrs. 
Holmquist, to whom they had just sold 
an electric range, was about to cele- 
brate a birthday, they gave her a sur- 
prise birthday party, inviting twenty- 
three of her friends, selected with the 
assistance of another member of the 
family. The event was staged in Mrs. 
Holmquist’s home and following the 
delicious luncheon, which was prepared 
by a home economist of the Bureau of 
Power and Light, a short cooking 
demonstration was conducted on Mrs. 
Holmquist’s new range. As a result 
of the party, Michael Taffet, sales 
manager of the company, reports that 
a number of electric ranges and other 
appliances have been sold to the guests. 


* * * 


A water heater manual has been pre- 
pared by the Northwestern Electric 
Company of Portland, Oregon, to aid 
dealers in recommending the proper 
sizes of water heaters for various con- 
ditions. The company reports 6,000 
electric water heaters installed in the 
Portland area. 


* * * 


C. E. Walbert, salesman for the 
North Coast Electric Company covers 
his eastern Oregon territory in his own 
plane. The saving in traveling time 
enables him to visit twice the number 
of customers, he finds. 


AUGUST, 


| 


Looking over his shelves to find the 
appliances which had not been moving 
for some time, R. E. Parrott of the 
Morrison Electric Company of Port- 
land, Ore., decded to make a special 
feature of them. He carefully recon- 
ditioned shopworn goods and placed 


| special price tags on them, with the re- 


sult that they were all sold within a 


short time. 


* * * 


Electric range and refrigerator sold 
as a combination for as little as 36 
cents a day, including range wiring, is 
the offer advertised by Seattle’s City 
Light. 


* * 


Running architect's designs of small 
homes appropriate to San Joaquin val- 
ley conditions, the Bee of Fresno, 
Calif.. includes air conditioning as a 
necessity in a home which costs no 


more than $4,000. 
* * * 


Selling two radios at the same time 
to one customer was the aim of the 
Barrows Furniture Company of Phoe- 
nix, Ariz. They made a special price 
offer recently on a console radio and 
table set, offering a limited number of 
sets. 


August Plans of Western 
Power Companies 


Pacific Power and Light Company, 
Portland, Ore.—Kitchen moderniza- 
tion. 

Los Angeles Bureau of Power and 
Light, Los Angeles, Calif —Ranges. 

Central Arizona Light & Power Co., 
Phoenix, Ariz—Air conditioning 
and air cooling equipment. 

Bureau of Radio & Electric Appli- 
ances of San Diego County, Calif— 
Refrigeration. 

City of Seattle Light & Power— 
Electric range and refrigerator on 
combination deal. Also automatic 
water heater at installed price. 
Exhibits and radio programs fea- 
turing modern electric kitchen and 
adequate wiring. 

Utah Power and Light Co., Salt Lake 
City, Utah--Air conditioning, hot- 
plates, fans, home service lighting. 
There is to be another Home of 
Ideas exhibit. 

Puget Sound Power and Light Co., 
Seattle, Wash.—Range, water heater 
and refrigerator. 

Public Service Company of Colorado, 
Denver, Colo—I.E.S. lamps. 

British Columbia Electric Railway 
Co., Vancouver, B. C.—Summer 
cooking appliances. Display at an- 


nual Vancouver Exhibition. 
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President’s month with the B. C. 
Electric of Vancouver, B. C., was cele- 
prated with a sailing race, the various 
districts each representing a different 
square rigged craft. Cargo quota for 
the event was $90,000 and actual sales 
reached $100,556, or 111 per cent. 
Commemorating President McMurrin’s 
25 years of service with the company, 
prizes were all pieces of silver. Run- 
ning series of ship-to-ship messages, 
log records on every desk each morning 
and a tot of Coca Cola served all hands 
by two attractive pirates who boarded 
the ships en route were enlivening fea- 
tures of the event. Trade-in winds 
helped bring in all entries with grati- 
fying cargoes. 


* * * 


Spokane, Wash., devoted the last 
week in June to an Automatic Heat- 
ing, Insulating and Air Conditioning 
Show with exhibits by twenty-three 
firms. Coal stokers, oil burners and 


air conditioning equipment were pre- 
—— sented to an interested public. 
* * * 
sot “Each radio has gone through our 
of the shop for inspection, testing, recon- 
Port- ditioning and polishing,” advertises 
special Tull & Gibbs of Spokane, announcing A 
recon- a used radio sale. At the same time c% 
placed they ran a special sale of reconditioned K, 
the re- electric ranges and 1937 models. se 
thin a 
The Washington Water Power’s a 
$1350 electric range contest has now oe 
been running for several weeks. A 
or sold different make of range is the prize for i a 
as 36 each week’s best 50-word essay on the Ye 
ring, 1s subject “Why I’d change to Electric eg 
s City Cooking.” Entries must be made on ig 
an official entry blank obtained through 
an electric dealer, signed by him and : 
submitted to him in person by the Sat- os 
f small urday ending the week’s contest. Nine oe 
in val- §} ranges are to be given away in all. ee 
Fresno, Twenty-seven dealers are listed as co- a - 
y asa operating in this event. - 
sts no ee 


When the Havre Furniture Com- 

pany of Havre, Montana, was burned 

- out not long ago, it continued business 

e f the temporarily from the offices of the 

Montana Power Company which were 

By oe- offered for its use until it could get 
Age ready its new quarters. 


nber of ous @ “Both of these customers liked certain 


Frank Trunk, plumbing and heating 
dealer of Bozeman, Montana, has 
added a complete electrical depart- 


features of our refrigerator. But each was . 


ment to his store, with H. Babcock, seriously considering other boxes down the W, j . 
ormerly o ehalis, Wash., in charge. 
stern 7 ” street. However, when I showed them the HY don’t you put the Armco trademark to 
9 ce- 
S ee Armco trademark, we got the business. work in your store? Manufacturers of porce 
ance and Great Falls more than 1,200 ° : . 
mpant.| their respective electric shows held ‘A Why that’ lain enameled appliances who use ARMCO 
erniza- during the early summer. Reports ne woman Sal rmco!: ats . 
f from Butte dealers indicate that $3,780 " 4 , af / Ingot Iron are entitled to attach the well- G 
er al worth of merchandise was sold from 1 r years. It must F 
Ranges their booth during the three days of what I've seen advertised fo y : known Armco label to their wares. Ask your 
toning — be good or Good Housekeeping wouldn't manufacturers to put it on the goods you buy 
? 
ghlectric hot plates from $1.60 to and let it help you to easier sales. 
ower a @ “The other said, “Why that’s the same Talk to your manufacturers’ salesmen : 
— hain: trademark I always look for when buy- about this, or write direct to us. The American 
A window demonstration of elec- : i i 
MS and| | ‘ical ranges, in which a home econo- ing porcelain enameled cooking-ware. I Rolling Mill Company, 2541 Curtis Street, 
mist from the L. A. Bureau of Power i 
1 Lake| B &, Light baked cakes, biscuits and wouldn’t have anything else. Middletown, Ohio. 
g, hot- other appetizing foods in a Broadway 
ighting. window before admiring crowds 
ome of greatly increased business for the 
large appliance department of the 
ARMCO INGOT IRON 
r heater pipepstration was repeated daily for 
a dike A NAME KNOWN TO MILLIONS 
Railway Echoes of the Los Angeles flood a 
Summer which occurred early in March are 
at an- heard in the story which comes from 
a North Hollywood district where ris- i 
mg waters prevented use of fuel ranges 
———_— throughout an entire neighborhood for 
ISING 
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When you sell heating devices that have Chromel heating elements, you 
are selling customer-satisfaction. So, of course, you prefer devices that are 
Chromel equipped. They uphold your own good reputation. 

HOSKINS MANUFACTURING COMPANY DETROIT MICHIGAN 


HEATING 
ELEMENT 


four days. The home of W. D. Hardy 
however, was provided with an electric 
range and in spite of submerged wir- 
ing and outlet and flood waters which 
at times threatened to enter the ovens 
the equipment operated perfectly and 
provided hot foods for a score of 
neighbors. A number of other similar 
cases have been reported. 


* * * 


An electric cooking school, spon- 
sored by a local district newspaper of 
Los Angeles recently attracted an at- 
tendance of 7,500 in a four-day session, 
The meetings, which were held on 
Fridays of four successive weeks, 
were conducted in turn by the Hot- 
point, the Kelvinator and by the 
Frigidaire and Westinghouse, the final 
meeting being in the hands of the 
Bureau of Power and Light. On the 
last day of the school the Southwest 
Wave, the community newspaper initi- 
ating the programs, ran an 8-page 
section devoted exclusively to electric 
appliance advertising and promotion. 


* * * 


October 3 to 6 is to be the date of 
the meeting of the Pacific Northwest 
Section of the International Associa. 
tion of Electrical Inspectors which 
will be held this year in Spokane, 
Wash. 


* * 


A property on 8th and Harrison 
Sts., San Francisco has been purchased 
by the General Electric Company for 
the erection of a million dollar build- 
ing which is to house all offices and 
activities of the company in this dis- 
trict. 

* * * 


Nathan-Dohrmann Company of San 
Francisco ran a June electrical show 
for brides-to-be with a_ series of 
demonstrations of home _ appliances 
under the direction of Miss Shirley 
Waye, their own home economist. 


* * * 


Under the slogan “The 1938 Elec- 
tric Refrigerator Pays For Itself and 
Then Pays You”, the Electric Appli- 
ance Society of Northern California 
ran some effective advertising during 
its early summer refrigeration cam- 
paign. Presented with each ad was a 
cut showing a passbook listing the 
weekly savings made through owner- 
ship of an electric refrigerator. Simi- 
lar small passbooks were used by 
salesmen to present to prospects, af- 
fording an effective opening to a sales 
talk. Savings were enumerated as: 


Preventing food losses... $.68 
Buying food bargain specials.. .50 
Buying bargain quantities.... .62 


Reducing cost of refrigeration. .73 


or a Total Weekly Saving of $2.53 


The monthly saving was $10.96, or 
more than enough to meet the monthly 
payments on purchase of a refriger- 
ator. 


New Home Lighting Handbook 


EAST PITTSBURGH, PA.—A 193- 
page handbook of residential lighting 
practise, profusely illustrated, has been 
issued by the Westinghouse Lamp Divi- 
sion, and is available for one dollar per 
copy. It presents in simple, non-technical 
language a concise interpretation of the 
use of light in the home. The numerous 
photographs illustrate the latest, most 
up-to-date lighting practise and the text 
is a compilation of the best principles 
of lighting application, authoritatively dis- 
cussed in easily understandable language. 

The author is Miss Myrtle Fahsbender, 
Director of Home Lighting, Westing- 
house Lamp Division. Copies are priced 
at one dollar, and may be obtained from 
any Division or District office of the 
Westinghouse Lamp Division, Westing- 
house Electric and Manufacturing Com- 
pany, or from its headquarters at 15) 
Broadway, New York, N. Y 
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THE ROVING 
REPORTER 


G-E has a new package-type water 
cooling plant for bottlers of carbonated 
beverages—soda pop to you... Pre- 
mier are going to town on their new 
tank type vacuum cleaner . . . More 
than 500 gathered at New York’s Hotel 
Astor, under E & G A auspices to 
launch the local adequate wiring drive 
Consolidated’s Jeffe suggested 
“necessity outlets” would fit the case 
better than “convenience” ditto . . . 
Westinghouse got an order for 25,000 
jrons from Jeffe’s company for their fall 
drive on bargain packages . . . Costing 
$6,000,000 and named Wyvernwood, one 
of the largest rental housing projects in 
the country is going up soon on a 72- 
acre tract near Los Angeles . . . It is 
being built by the Herbert Hostetter 
Estate... 


Williams Oil-O-Matic has a booklet 
out called “Half a Hundred Summer 
Activity Tips’—full of ideas . . . Ten- 
nessee Valley Appliances, Inc., Nashville, 
is new Stromberg-Carlson distributor 
. . . Schult trailer sales are 25 per cent; 
they are due for export now . . . Jack 
Schaefer, formerly of Refrigeration News 
and the McGraw-Hill Company is di- 
rector of the Bureau of Information of 
the Air Conditioning Manufacturers 
Association, Washington, D. C. . . . 


Harold Hulett, head of G-E’s com- 
mercial refrigeration section, completed 
his first six months on the job. Some 
boys held “Hulett Day”, gave themselves 
a quota of $150,000 in new orders and 
wrote $232,276 worth . . . Philco’s 
plunge into the room cooler business, one 
month old, is ahead of factory expecta- 
tions and quotas by 75 per cent, they 
report... . 


C. E. Michel of Union Electric Com- 
pany fame in St. Louis, has gotten out 
a beautiful booklet called “Air Condi- 
tioning in St. Louis and Vicinity” which 
tells the whole story of the job they 
have done to date and pictures of typical 
installations in the territory . . . General 
Electric at Nela Park, Cleveland, have 
just issued a new and comprehensive 
kitchen planning book . . . James 
Maratta, specialty sales consultant, has 
been retained by the Hoover Co. as 
special counsel to their sales training 
division. . . . 


Railley Corp., Cleveland, have issued 
the fifth anniversary catalog of “Pin-It- 
Up” lamps . . . Iron Fireman, stoker 
manufacturers, have scheduled 13  na- 
tional district meetings beginning August 
1. . . Anchor Lite Appliance Company, 
Pittsburgh distributors for Crosley, have 
opened 119 new dealers to sell 1939 model 
radios . . . Omaha is getting ready for 
a two-month cooperative Automatic heat- 
ing campaign to sell 1,400 units . .. 
Ohio Public Service tied wives of sales- 
men into a campaign recently when the 
sales department sent a bulletin to the 


‘ wives telling them of bonus money their 


husbands would earn toward vacation 
funds. To get a pep-talk from the sales 
manager and then another from the frau 
would seem like stretching things a bit 
.+ » Semi-annual meeting of the Na- 
tional Electrical Wholesalers Association 
is scheduled for October 18-21 at Chi- 
cago’s Drake Hotel . . . General Shaver 
(Remington-Rand) have announced a 
revolutionary new shaving head, will 
mecorporate it in razor to sell for $9.50 

. August 12 has been set aside as 
one-day sales convention for Holcomb & 
Hoke, Indianapolis makers of Firetender 
coal stokers . . . Research into home 
laundry equipment has put G-E into the 
soap business. They have a new soluble 
for washers which will be marketed soon 
- . . The fall convention of the Mary- 
land Utilities Association will be held 
at the George Washington Hotel, Ocean 
City, Md., Sept. 9-10. 
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THE SERGEANT Match These Features with 
Model 7H-94 Any Clock Selling 

With plain dial and Model 7H- 

94-L with luminous dial, are avail- for $2.95 

able in a oy a @ Electric alarm @ Self starting 

tic case of black or ivory finish. — 

Stock all five models in the Gen- ° Sealed-in od mater © Styled 

eral Electric low-priced line, and _ plastic case @ Easy-to-read dial 

feature the Sergeant on its tailor- @Accurate @ Long, trouble- 

made display, designed to draw f a era 

maximum attention while occupy- S¢Fvice 

ing the minimum amount of space. No regulating @ Guaranteed 


ASK YOUR G-E DISTRIBUTOR ABOUT 
THE NEW FREE WINDOW DISPLAY 


GARCON ITHACA 
$3.50 $2.95 


Kitchen Occasional 


| Clock Clock 


ACORN DUNCAN 
$3.95 $4.50 . 


Alarm Occasional 


Clock Clock y 


IF IT’S ELECTRIC—BE SURE IT’S 
GENERAL ELECTRIC 
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CL ALERS 
THE DR ON TH EN JON 
= TH | 
62 
23 RE? AIL 
$2.53 Don't be \ate. Dealers everywhere ae 
96, of are cecognizing the merchandising 
1onthly possibilities in 2 genuine Genera! 
efriger- Electric alarm clock for only 
packed by 3 complete 19 every 
style and color naginadle up 
\ine of gelf-starting kitchen, occa- 
gional and glarm clocks, each tO re- f 
tail for jess thao $5. General Blec- 
a tric Company: Appliance ana Met 
List Price 
3 | 1 4H-94 sergeant Alarm, ‘ A 
1 qH-94 Sergeant Alarm, 3.50 
| 1 Sergeant Alarm, 4.95 = 
(Luminous dial) 
1 7H-94+ sergeant Alarm, 450 
Fa (Luminous dial) 
| 1 7H-78 Acorm Alarm, 4.95 
1 21-08 Garcon Kitchen Clock, 3.50 
Buy thes¢ six clocks, plus free display: 
Sell the™ in no time at all 22.35 
| 


Your Sales JAN. | FEB. | MAR.| APR.| MAY | JUNE | JULY | AUG. | SEPT. | OCT. | NOV. | DEC. 
Curves won't Sales ¢ vee 

follow old THE OMISE FOR TH 
curves if you 
follow Crosley! 


Landers 


Device: 
Selling . 
cooks 
let; 
stop ; 
shelve 
moval 
oven } 
and it 
comm 
equipt 
num 
7ixll 
cookie 
maint: 
variot 
indica 
Don’t play “dead dog’’ just because the refrigeration business does from 7% stain 

now until January Ist. New automobiles stimulated car sales in the fall. 5 ae in, wi 
Price: 


Crosley applies the same idea to Shelvadors, presenting brand new start- M4 4 ing, 
lingly low priced, completely re-engineered refrigerators. R & GULA R 

Get the most of the refrigeration business between now and Christmas! SHELVADORS 

You can get up a lot of momentum between now and January Ist and PRICED 7 O 

meet the new year with a running start. MEET 19 3 9 


With the new Crosley line of Shelvadors LO WD TION. I'S 


Crosley Follows NO Precedent. 


and energetic sales effort this fall you can 
leave your competition way behind! 

2 
Binghat 
Models. 


Selling 
equip, 


Radio is not standard equipment but may be had in above models at additional cost. sired 
The public always responds when prices are low and values are evident. densi 


If you are not stocking and showing the new Crosley 1939 models including the age | 
RED Special rush to the nearest Crosley distributor and get going right away. doors 


A. wee Prices slightly higher in South and West. terior 


THE CROSLEY RADIO CORPORATION able 
POWEL CROSLEY, President CROSLEY SHELVADOR 
Home of “‘the Nation’s Station” —WLW—70 on your dial 
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UNIVERSAL Oven 


Landers, Frary & Clark, New Britain, 
Conn. 


Device: Portable oven No. E991. 


Selling Features: Broils, roasts, bakes, 
cooks; connects to any baseboard out- 
let; sliding oven shelves with lock 
stop; side racks permit adjusting 
shelves to varying heights; 1320 watt 
movable unit is placed in bottom of 
oven for roasting, baking and cooking 
and in top of oven for broiling; ac- 
commodates 15 lb turkey; standard 
equipment includes 2—13 qt. alumi- 
num food containers, roasting pan 
7ixllxl4 in; broiler rack, and a 
cookie sheet; automatic heat control 
maintains desired temperature for 
various cooking operations; pilot light 
indicates when current is on; white 
baked enamel finish with black and 
stainless steel trim; porcelain enam- 
eled interior; outside dimensions 12 
in. wide, 14 in. high, 18% in. deep. 

Price: $29.95—Electrical Merchandis- 
ing, August, 1938. 


20TH CENTURY Washers 


Binghamton Washing Machine Corp., 
Binghamton, N. Y. 


Models: 5 models: A, B, C, D, E. 
Selling Features: Streamlined models 
equipped with Twinflex agitator; + 
hp. motor mounted on rubber; spe- 
cial gear case; automatic water de- 
flector ; balloon rolls; white porcelain 
finish except E, which is finished in 
speckled blue and white; models A 
and B equipped with Mullins double 
safety wringer; C and D, Lovell 
double safety wringer; model E, spot 
safety-release Lovell wringer and 
manual water deflector; A and B 
have 23 in., 18 gal. capacity tub; C, 
17 gal., 21 in, D and E 15 gal.; D 
and E are equipped with Galvaneal 
lid—other models have aluminum lid; 
all models except E are equipped 
with pump. 
Prices: From $39.95 to $99.95.—Elec- 
trical Merchandising, August, 1938. 


v 
CARRIER Beverage Cooler 


Carrier Corp., Syracuse, N. Y. 


Device: Dry storage bottled beverage 
cooler, 

Selling Features: Designed specifically 
for dry storage—wet storage if de- 
sired with drain; self-contained con- 
densing unit in cabinet; bottle labels 
will not soak off; separate food stor- 
age compartment; stainless steel top, 
doors and rails; stationary top for 
counter service; galvanized steel in- 
terior; black crackled finish; avail- 
able in two sizes 18 case and 12 case 
cabinets. 


Electrical Merchandising, August, 1938. 


PRODUCT PARADE 


@ In which new products and merchandise pass in review for your benefit. 


= 


KITCHEN KIT Mixers 


The A. C. Gilbert Co., 
New Haven, Conn. 


Device: Kitchen Kit food mixers. 


Selling Features: 3 models—all have 
16 speeds; balance, built-in power 
unit, light weight case; one model 
beats, reams and extracts fruit juices ; 
light gray Durez with white base and 
supporting arm; second model also 
with white base and arm support 
beats, reams, extracts juices and has 
additional centrifugal juice strainer; 
3rd model has chrome base and arm 
support combined with gray, blue or 
red and is also equipped with cen- 
trifugal juice strainer. Attachments 
available for all models consist of 
food chopper, dripper, can opener, 
sharpener, slicer, shredder and grater, 
ice crusher, flour sifter, beverage 
mixer, pea sheller, fruit juice extrac- 
tor and centrifugal juice strainer and 
bean slicer. Designed by Robert Hel- 
ler. Complete with 2 white opaque 
glass mixing bowls. No. 25, $26.75; 
25A, $27.95 ; 25B, $29.95. Attachments 
at slight added cost—Electrical Mer- 
chandising, August, 1938 


INGERSOLL Shaver 


The Ingersoll-Waterbury Co., 
Waterbury, Conn. 

Device: Low-priced shaver. 

Selling Features: High-speed motor 
(not a vibrator) is mounted on metal 
chassis which keeps all parts in per- 
manent alignment, the manufacturer 
claims; Oilite bearings require no oil- 
ing; concentric sectionalized coil 
minimizes radio interference ; head has 
no sharp-pointed teeth or open gaps— 
unbroken surfaces glide smoothly 
over skin; spring pressure to inner 
cutter is applied by springs mounted 
within head itself; self-honing and 
self-sharpening; streamlined plastic 
case. 

Price: $7.50.—Electrical Merchandis- 
ing, August, 1938. 
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ARVIN Heater 


Noblitt-Sparks Industries, Inc., 
Columbus, Ind. 


Device: Model 50 Jr., fan-forced cir- 
culating heater. 


Selling Features: Noiseless motor fan: 


sets up continuous circulation of 
warm air—cold air is pulled through 
louvers on sides and forced through 
heating unit and out into room; 
operates on 50 to 60 cycles, 110 to 
125 volts a. c. 74 in. high, 72 in. wide, 
103 in. deep, weighs approximately 5 
Ibs. packed; green enamel morocco 
finish. 

Price: $4.95; Standard and Deluxe 
models available at $7.95 and $9.95 
respectively.—Electrical Merchandis- 
ing, August, 1938. 


CONLON Washers 


19th & 52nd Ave., 
icago, Ill. 


Models: 19-8, 17-8, 15-8, 15-8G. 

Selling Features: 19-8, white washer 
with black trim; 9 lb. capacity; 23 
in. tub vertical corrugations; 6 vane, 
rounded edge, aluminum, tangle-proof 
agitator; deluxe, cadmium plated 
wringer equipped with reset lever and 
automatic reversible drain board; 6 
positions; 17-8, ebony washer with 
wringer head, cover, skirt and legs 
trimmed in white; 7 lbs. capacity; 22 
in. tub; white porcelain enamel in- 
side; 4-vane agitator; improved de- 
sign wringer with automatic rever- 
sible drain board; push release bar 
at both sides; 6 positions; 15-8, nile 
green washer; 7 lbs. capacity; 22 in. 
tub; compact wringer; automatic re- 
versible drain board; push release 
bar at both sides; 6 positions; 15-8G 
same as 15-8 except equipped with 
4-cycle gasoline motor; all electric 
models equipped with 2 hp. oversize 
motor belt-driven mechanism; fitted 
for pump installation. — Electrical 
Merchandising, August, 1938. 


Conlon 


APEX Spiral Dasher 
Apex Rotarex Corp., Cleveland, O. 


Device: New spiral dasher agitator 
. for new Apex washers. 


Selling Features: Washes clothes 3 
faster, + cleaner the manufacturers 
claim; 3-vanes, cast aluminum; 360 
sq. in. washing surface; each vane has 
perforations and cleaning ridges; 
spiral construction forms spreader 
cups at bottom and top of agitator— 
washing action is described as fol- 
lows by manufacturer: water rushes 
through perforations on each forward 
and reverse stroke of spiral dasher, 
drawing clothes to cleansing vanes, 
rubbing clothes gently against numer- 
ous ridges on vanes, opening the 
weave and forcing dirt out; spreader 
cups at top and bottom move clothes 
outward prevent bunching and tang- 
ling. 

Electrical Merchandising, August, 1938. 


PREMIER Vac-Kit 


Premier Div., Electric Vacuum Cleaner 
Co., Inc., 1734 Ivanhoe Road, 
Cleveland, O. 


Device: Cylinder type cleaner 


Selling Features: Weighs less than 7 
Ibs.; easy to handle; 5 simple attach- 
ments to do every dusting job; stores 
away easily in drawer or closet 
corner ; dusts upholstery, lamp shades, 
stairs, mattresses. 


Price: $29.50 complete with sprayer 
to spray thin liquids, insecticides, dis- 
infectants.—Electrical Merchandising, 
August, 1938. 


PIERCE Renewable Fuses 


Pierce Renewable Fuses Inc., 
Buffalo, N. Y. 
Device: Air conditioned renewable 
fuses 


Selling Features: Both ends of case 
have series of small holes with fine 
mesh screens through which air cir- 
culates; only 2 parts and link makes 
fuse easy to renew when it blows.— 
— Merchandising, August, 
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The Way to HEALTHIER HOMES 


it CLEANS, SHAMPOOS, SPRAYS, 


DEODERIZES, DEMOTHS, 
DUSTS and 


CLEANS 
THE AIR 


while cleaning 
everywhere 


No. E60 


Healthier Profits! 


REASONS why it will sell... 
and why YOU should sell it 


A Tremendous Market Awaits this New Style Cleaner 


Thousands of modern housewives have been waiting for a cleaner that will do a complete 
house cleaning in less time and with less effort than ever before. Our new moderately 
priced cleaner fills this need because it does all cleaning tasks in the home quickly and 
easily. One home demonstration is all that is necessary to convince a prospect that the 
UNIVERSAL CLEAN AIR CLEANER is a necessity for an immaculate home. 

UNIVERSAL is exceptionally low in cost. Its appearance — quality — the accessories — 
efficient cleaning action—would justify a much higher price. You'll find it an extraordinary 
value. 

AND HERE’S NEWS! In spite of the low retail price for such a quality machine, UNIVERSAL 
gives you 50% profit permitting a liberal trade-in allowance with more than full regular profits 
maintained. Where else can you give so much value to your customers and get so much for 
yourself. 


The UNIVERSAL is mechanically perfect. An experience in manufacturing home needs for 
nearly 100 years has taught us how to combine highest quality, expert workmanship and 
modern styling with lowest possible price. 


Attachments tion and details on this 
it Retails at + VAL Preach 


liberal Trade-in allowance 


GREATER UTILITY - - - eu GUARANTEED RICED RIGHT for Sy Sood margin of profit 


manuracturcosy LANDERS, FRARY & CLARK satan, conn. 


WINCHARGER 


Wincharger Corp., Sioux City, lowa, 

Model: Wincharger ’39. 

Selling Features: Contains all the 
proved dependable features of Model 
*37 Wincharger plus Alber’s air-brake 
governor; new, bigger generator, a 
new propeller design; charges in a 
7% to 8 mile breeze ; enclosed collector 
ring with double carbon brushes 
legged tower of simple construction 
for easy installation. 

Electrical Merchandising, August, 1938 


ROFFY Fan 
Roffy Mfg. Co., 1121 Venice Blvd, 
Los Angeles, Calif. 
Device: Roffy indirect air circulator. 


Selling Features: Draws cool air into 
unit at approximately floor level and 


projects it in perpendicular column 7 


which extends upward as high as 15 
ft.; provides draftless air motion; 5 
in. high, 74 in. diam.; moves 300 
c.f.m.; low-speed noiseless G-M motor 
with 4 blade fan; weighs approxi- 
mately 6 Ibs. 


Electrical Merchandising, August, 1938. 


SUPERFLASH Bulbs 


Wabash Photolamp Corp., 355 Carrol St, 
Brooklyn. N.Y. 


Device: Supertilash No, 0 and Special 
Press 40,000. 

Selling Features: Superflash No. 0, tiny 
new flash bulb no taller” than a "pack 
of chewing gum; total light output 
approximately 22,500 lumen seconds; 
wide-peak type flash longest at its 
brightest point for positive synchroniz- 
ing. “Special Press 40,000” slightly 
larger than standard Superflash No. 1; 
total output 40,000 lumen seconds; 
wide-peak flash of great intensity t0 
penetrate distance and cover wi 
areas; for use with cameras such a 
Contax, Leica, Exakta—Electricdl 
Merchandising, August, 1938. 
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CONLON Ironers 


Conlon Corp., 19th St, & 52nd Ave., 
Ch icago, Ill. 


Models: Cabinet models M-8, T-8, E-8, 
BC-8; open models B-8 and N-8. 

Selling Features: M-8 equipped with 
2-speed control; double thermostatic 
automatic control ; porcelain enamel 
utility table top cabinet with utility 
shelf; 1300 watt split heating ele- 
ment; double open-end roll; knee and 
finger tip control; pilot light; 30x64 
in. shoe; chromium plated legs; T-8 
same as M-8 except shoe is 26 in. 
long; E-8 same as T-8 without ther- 
mostatic control and chromium legs; 
BC-8 same as E-8 except shoe is only 
44 in. wide and there is no pilot 
light; B-8 open model has single 
switch only and N-8 has single speed 
control only, no extension shelf.— 
Electrical Merchandising, August, 
1938. 


SWEEPER-VAC Hand Cleaner 


The Sweeper-Vac Co., Worcester, 
Mass. 


Device: Deluxe model 49 hand cleaner 
with motor-driven brush. 

Selling Features: 4% in. patented 
hinged nozzle provides access for 
changing belts and cleaning brush and 
narrower cleaning aperture; close 
coupled 2-color bellows type bag; 
Catalin handle; rubber bumper; rub- 
ber mounted brush bearings; weighs 
34 Ibs. 

Price: $17.50; sprayer and blower 
available at additional cost—Elec- 
trical Merchandising, August, 1938. 


SPOT-AD Sign 
Robert H. Geiser, Waynesboro, Pa. 


Device: Advertising and display sign 
for store windows, show rooms. 

Description: Sign unit with a revolving 
drum that turns intermittently; card 
spaces on drum carry advertising mes- 
sages; a set of miniature spot-lights— 
one for each card space—are timed 
consecutively and synchronized with 
the appearance of respective card 
Space; spotlights are equipped with 


focusing adjustment, rubber suction 
cup, universal joint mounting, color 
screens and small wiring extension 


leads to connect them with sign unit; 


consumes approximately 50 watts.— 


Merchandising, August, 


PRODUCT PARADE 


@ In which new products 


and merchandise pass in review for your benefit. 


SENTINEL Timer 


American Timer Corp., Geneva, IIl. 


Device: Model CR-57 Sentinel all-elec- 


tric appliance control for roasters, 
radios, fans, percolators, washing ma- 
chines, heaters, house lights. 


Selling Features: Automatically turns 


appliance on at any time previously 
determined and automatically turns 
device off at later time determined 
with one setting or will perform 
either operation alone; self-starting, 
self-lubricating synchronous motor; 
110 volts a.c. 60 cycles; white, ivory, 
black or walnut moulded case; model 
CR 60 wired for electric range opera- 
tion—can be attached to any electric 
range. — Electrical Merchandising, 
August, 1938. 


BROIL KING Broiler 


International Appliance Corp., Metro- 
politan & Brooklyn, 


Models: Standard No. 200 and De 


Luxe No. 300 


Selling Features: Grills, fries, broils, 


toasts and boils; 1-piece porcelain re- 
fractory heating plate; Nichrome V’° 
element; high and low heat regulation ; 
easy to clean stainless porcelain en- 
ameled drip and frying pan; leak- 
proof construction; wire broiling grill ; 
Bakelite accessories ; streamlined chro- 
mium base may be used as serving 
tray; reversible 2-heat cord.—Electri- 
cal Merchandising, August, 1938. 


RONSON Shaver 


Ronson Products, Inc., Aronson Square, 


Newark, N. 


Selling Features: Round, thin shaving 


head brings beard through tiny, 
smooth, countersunk holes; revolving, 
self- sharpening, self-adjusting Ron- 
son hollow ground blade slices each 
hair at skin line; fan-like revolving 
blade keeps shaver head cool; built- 
in radio interference eliminator; pol- 
ished chromium plated head; maroon 
streamlined handle shaped to fit 
hand. — Electrical Merchandising, 
August, 1938. 
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MILLER Insect Traps 
The Miller Co., Meriden, Conn. 


Device: Combination light and insect 


trap. 


Selling Features: New unit with bot- 


tom opening with cap which can be 
removed for emptying dried insects; 
glass globe of Geneco diffusing glass 
with sides pierced with 3 funneled 
slots leading to light bulb; available 
with ceiling holder for permanent in- 
stallation or with portable attachment 
fitter for attaching to ordinary light 
socket; uses 100 or 150 watt Mazda. 


Price: Ceiling, $4.50; attachment type, 
$4.30. 


— Electrical Merchandising, 
August, 1938. 


TOASTMASTER Sets 


Toastmaster Products Div., McGraw 


Electric Co., Elgin, IIl. 


Device: Newly designed 1939 Toast- 


master toasters, Hospitality sets and 
waffle baker. 


Selling Features: “Toast ’n Jam Set” 


toaster-tray combination consists of 2- 
slice automatic pop-up toaster, a 
honey-colored wood tray and 2 bright- 
hued pottery dishes for jam and 
marmalade. Standard and deluxe 
Hospitality sets have also been re- 
styled. Standard set now includes a 
toast-trimming board and extra-large 
grained walnut tray same as those in 
deluxe set; 4 appetizer dishes in peas- 
ant pottery colors, each one different ; 
deluxe set is equipped with 3 Duncan 
crystal appetizer dishes in a new de- 
sign to harmonize with large tray and 
4 lap trays; walnut or mahogany is 
available in this set. 

Walnut or mahogany folding stand 
designed to fit standard and deluxe 
hospitality sets; large tray makes 
stand also available as a coffee table. 

Newly decorated automatic, pop-up 
Toastmaster toaster has new bread 
guard wires to improve uniform 
brownness of toast. Completing the 
1939 line are the 1-slice automatic 
toaster; non-automatic Junior toaster 
and the fully automatic waffle-baker 


with instant-acting temperature con- 
trol and signal- light indicator. 


Prices: “Toast ’n Jam Set,” re 


Standard Hospitality set, $19. 95; 
luxe Hospitality set, $23. 95; Folding 
stand, $5.95.—Electrical Merchandis- 
ing, August, 1938. 


v 
BURGESS Shaver Battery 


Burgess Battery Co., 
Freeport, Ill. 


Device: Portable batteries for electric 


dry shavers. 


Selling Features: Equipped with regu- 


lation socket for standard 2-prong 
plug; delivers 110 volts d. c.; avail- 
able in 2 sizes—compact lightweight 
unit for extreme portability; slightly 
larger for greater economy; either 
battery will fit any razor.—Electrical 
Merchandising, August, 1938. 


AIROMA Humidifier 


Reidcraft Co., 67 Fairview Ave., 
Morrisville, Pa. 


Device: Portable humidifier. 


Selling Features: Diffuses warm, 
soothing vapor throughout room; 
dispenses perfume or medicated in- 
halants; amber glass reservoir holds 
14 qts. water; mounted on tray- 
like base; gold and walnut Bake- 
lite; shuts off automatically when 
water has evaporated ; adjustable to 
desired rate of evaporation from low 
to high by finger-tip control. Acces- 
sory box containing attachments 
for inhalants, coiled wire basket, 
spun absorbent puffs and 3 sample 
vials of Airoma-pine needles, lav- 
ender boquet, and eucalyptus. 

Price: $17.50.—Electrical Merchandis- 
ing, August, 1938. 
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FREE SALES HELPS 


@ Knowledge is power—and good merchandising. No man can know too much 
about his merchandise—and about the literature and other sales aids pro- 
vided by the manufacturers to help him sell it. To keep posted, take advantage 
of the free sales helps listed on this page. Circle the numbers of the items you 
want on the coupon—sign—detach and mail. You'll get full details free. 


1. “KOL-MASTER" CATALOG 


New Stoker Catalog 300, issued by 
the Kol-Master Corporation, has 24 
pages of helpful facts about design, 
construction and operation features 
of Kol-Master’s stoker line. 


2. "APEX" BROADSIDE 


Three-color broadside now being 
mailed by Apex Rotarex Corp. tells 
story of the new Apex Spiral 
Dasher Washer and _ reproduces 
charts showing results of tests made 
in Apex laboratory. One side of 
broadside illustrates the Apex line 
and may be hung on the wall as a 
consumer selling piece. 


3. NEW MITCHELL LAMP 
CATALOG 


Mitchell Mfg. Co. offers a hand- 
some new 20-page catalog (No. 16) 
covering the Mitchell line of pop- 
‘ularly priced IES table, floor, 
torchier and office lamps. Beauti- 
fully colored reproductions of lamps 
designed by one of America’s fore- 
most lamp designers. 


4. "IRON FIREMAN" STORY 


A striking new broadside, intended 
for consumer distribution, tells 
about the Iron Fireman “Heat- 
maker” Automatic Coal Burner. 
Printed in three colors, plentifully 
illustrated and crammed with sound 
selling information. 


5. “EMERSON” FAN DATA 


Two new consumer fan folders, il- 
lustrating and describing Emerson 
Electric exhaust and ventilating 
fans, are offered in reasonable quan- 
tities to dealers by the Emerson 
Electric Mfg. Co. Names and ad- 
dresses of retailers will be imprinted 
without charge. Check on the cou- 
pon brings samples. 


6. CARRIER "CONDITIONING" 
LITERATURE 


Carrier Corporation’s new folder 
shows that self-contained air-condi- 
tioning units are now available in 
3-ton, 5-ton and 10-ton size. Here’s 
useful data for those who are inter- 
ested in air-conditioning develop- 
ments. Check this number on the 
coupon. 


7. "JOHNSON" CIRCULAR 


Here’s one to tick off on the cou- 
pon: An effective mailing piece on 
its Attic Ventilator has been intro- 
duced by the Johnson Fan & Blower 
Corporation. Complete specifica- 
tions and operating data help regis- 
ter the special selling features on 
the consumer. 


8. "SCIENCE" SUN LAMP 
FACTS 


Four attractive folders describing 
the features of Sperti Sun Lamps 


Check the item you want on this Coupon—sign—detach and mail. 


CIRCLE NUMBERS 


ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York City 


Gentlemen: We would like to receive the DEALER LITERATURE identified 
by numbers circled below: 
DEALER LITERATURE (AUGUST, 1938) 

2 3 5 6 7 
8 9 10 I 12 13 14 
15 16 17 18 19 20 21 
SIGNED 
COMPANY 
STREET ADDRESS city 


STATE 


TITLE 


SIGN—AND MAIL. This coupon may be posted to a regulation post card, addressed on 2 ' 


the reverse side and mailed for one cent. 


have been prepared by Science Lab- 
oratories, Inc. Space is provided 
for dealer’s name and address. If 
you'd like samples circle this num- 
ber on the coupon. 


9. "MARKEL"” LIGHTING 
CATALOG 


The handsomely printed and bound 
loose-leaf lighting fixture catalog 
(1938 edition) of Markel Electric 
Products, Inc. is now available. Em- 
phasis is placed on shaded light to 
conform with the “better light-better 
sight” drive. Good “meat” for the 
fixture dealer’s library. 


10. "HOTPOINT" MAILER 


A cleverly constructed mailing piece 
“Your Home Is Your Castle” on 
Hotpoint electric water heaters is 
offered to dealers for consumer 
mailing by the Edison General Elec- 
tric Appliance Co., Inc. 


11. "ONE MINUTE" 
CIRCULARS 


New literature describing the com- 
pany’s complete washer line may be 
obtained from the One Minute 
Washer Company by checking this 
number on the coupon. Models 
are illustrated and described against 
a background of hard hitting copy 
designed to build consumer accept- 
ance. 


12. EVANOIL HEATER PLAN 
BOOK 


Evanoil Division of Evans Products 
Co. has announced new, unusual 
products for summer and fall sales 
and tells about one of the most in- 
teresting in an attractive free il- 
lustrated plan book: “The Sensa- 
tional New Reversed Forced Air 
Circulating Heater”. The coupon 
brings your copy. 


13. MAYTAG FRANCHISE 
DETAILS 


Details of the Maytag Company’s 
big consumer advertising campaign, 
and the cooperation given the dealer, 
and particulars about the Maytag 
franchise are available upon re- 
quest. 


14. AEROCAR DISPLAY 
COACH DATA 


Dealers interested in knowing th 
“what, why, when, where and how’ 
of “selling on wheels”—from utility 
trailers to big display coaches, cap 
secure helpful information from 
Aerocar Company, via the coupon, 


15. FOUR FOLDERS FROM 
"THRUSH" 


H. A. Thrush & Company ha; 
ready for distribution four new 
folders on water temperature con. 
trol, valves for domestic water sup. 
ply systems, flow control systems 
and radiant heat control. The con. 
pany specializes in the “Thrush sys. 
tem of hot water heating and heat. 
ing specialties.” 


16. ABOUT HOOVER'S NEW 
CLEANER 


An illustrated folder tells about the 
“New NORCA Electric Cleaner 
(with motor driven brush) made by 
the Hoover Company”. Hot news 
for the dealer particularly inter- 
ested in selling cleaners over the 
counter. 


17. DRAMATIC "STANDARD" 
PRESENTATION 


Just what is there to the electric 
range business? If you’re seriously 


interested in such things as range § 
markets, sales and profit potential, f 


new product innovations, etc. 2 
check on this number in the coupon 
will bring you particulars from the 
Standard Electric Manufacturing 
Co.—makers of Standard Electric 
ranges. 


18. VALUABLE DRY ZERO 
INSULATION BOOK 


Dry-Zero Corp. answers 13 vital 
questions on insulation, including 
that of “why do some refrigerators 
die inside”, in a “Book of Facts’ 
that is offered free (only one copy 
to an inquirer) to responsible per- 


. sons (extra copies 25 cents each). 


19. GILMER BELT CATALOG 


In case you haven’t already had il 
check this number on the coupon 
for your copy of the 1938 Gilmer 
Belt Catalog. 


20. KOOLER-AIRE WINDOW 
UNIT DATA 


U.S. Air Conditioning Corp. 
leases the story of its latest “pack 
aged product” the “Kooler-aitt 
Window Unit” in a special piett 
of literature. Timely! We sugge# 
you get it now. 


21. COLORFUL 
SW ARTZBAUGH CATALOG 


The Swartzbaugh Mfg. Co. lu 
a new, comprehensive catalog ™ 
7 colors telling all about its line 0 
Everhot Cooking Chests, Applt 
ances, and the new Timer-Cloc 
that lists at $5.95. The coup 
brings it. 
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Landers, Frary & Clark, 
New Britain, Conn. 
Device: Universal cylinder type Clean 
Air Cleaner No. E-60. 
elling Features: Cleans, shampoos, 
y has sprays, deodorizes, demoths, dusts and NOMA Tree 
new purifies air; ball-bearing motor re- , 
> Con: quires no oiling, a.c. or d.c.; rubber Noma Electric Corp., 524 Broadway, 
r sup- sealed air-tight germ trap; swiveled New York City 
stems hose with lock collar 8% ft. long; Device: Illuminated miniature Christ- 
te: runners, radio inter- mas tree 
» com- ference eliminator; Maroon french : ; : i i 
sh sys- moire finish; built-in toggle switch; ng 
| heat. swivel carpet nozzle; twill dust bag; able for homes tree is 
a include 22 in. straight inconvenient or as display piece in a" 
stores; 3 styles: 530-A, green tree 
with assorted colored lamps; 531-G, GENERAL Stokers 
bare floor brush; sprayer; germ trap; pens General Stokers Inc., Broad St. Station 
can deodorant. trical Merchandising August, 1938. Bldg., Philadelphia, Pa. 
Price: $59.95.—Electrical Merchandis- ; Device: Anthracite coal stokers 
the ing, August, 1938. 
‘leaner Selling Features: Simple in construc- 
de by + tion; burns a wide range of coals; 
GEIER Attachments available 4 motels whh 15 
: news ‘ chines in line; 3 models feed from bin 
inter- The P. A. Cor So. ry E. 105 St., to boiler—1l hopper model; 3 models 


RD" 


Selling Features: 


Device: No. 191 set of attachments 


for use with Royal revolving brush 
hand cleaners. 

Set consists of 5 
units: 5 ft. hose; long curved exten- 


without ash remover—1l with ash re- 
mover. Fire pot sizes range from 10 
to 20 in. diam.; feeding 9 to 44 Ib. 
anthracite per hr. with eapacities up 
to 1320 sq.ft. EDR steam or 2100 
sq.ft. EDR hot water. 


sion hose; 3 in. polished aluminum Price: From $200 to $490.—Electrical 
electric nozzle; soft round bristle brush; Merchandising, August 1938. 
riously nickel plated nozzle connector. v 
range Price: $6—Electrical Merchandising, 


tential, 


MANNING, BOWMAN Warner 


August, 1938. 


G-E Mercury Switch 


etc. a Manning, Bowman & Co., Meriden, Vv General Electric Co., Bridgeport, 

coupon onn, ALASKA Freezer Conn. 

om the Selling Features: 25 in. long, 6 in. The Alaska Freezer Co., Inc., Device: Silent mercury switch. 

cturing high, 10 in. wide; room for dozens Winchendon, Mass. Selling Features: Switching element 

Tectric of rolls, biscuits or pop-overs; holds Device: Triple Vac i f is the size of a small coat button; 
2 dozen plates; may also be used to euce: iripie Vac ice cream ireezer. two metal disks sealed with glass 
keep vegetables, meats or gravies hot; Selling Features: All-enclosed, vac- completely enclosed mercury make- 
overall chromium finish with ivory uum-insulated Triple-Vac freezer and-break of switch; Textolite 
Arinite handles and feet; 120 watts. holds cream hard and firm with less switch casing and handle; large 

) Price: $32.50.—Electrical Merchandis- ice consumption, the manufacturer binding screw heads accommodate 


vital 


ing, August, 1938. 


claims; 110 volt Universal worm gear 
type motor runs on a. c. or d. c., any 


No. 12 wire; can be installed in any 
standard switch box and must be 


Vv cycle; requires only 5 to 10 min. to mounted _ vertically. — Electrical 
cluding freeze, freezing operation may be Merchandising, August, 1938. 
con stopped to add fruit or examine mix; 
available in 2 and 4 qt. sizes. v 
acts Prices: 2 qts. $24.50; 4 qts. $26.75.— . 
ne copy Electrical Merchandising, August, BECKETT Oil Burner 
ble per- 1938, R. W. Beckett Engineering Co., 
s each). General Shaver Corp., Division of Elyria, Ohio 
Remington Rand, Inc., Bridgeport, Device: Beckett Commodore pressure 
Conn. atomizing oil burner. 
Selling Features: oating power unit 
it 3 ‘iient 
> Gilmer on Remington shaver—combs guide 


OW 


orp. 
st “pack: 


long hairs into small perforations 
where they are clipped off for close 
shave; precision built motor operates 
on 110-120 volts a. c. or d. c.; 220 
volt motors for Pullman, or farm 
lighting, can also be supplied. Rand 
shaver for use only on 110-120-volt 
a. c., no radio interference; no rotat- 
ing parts; oiling unnecessary. 


former permits easy removal of elec- 
trode and nozzle-line assembly through 
back of burner; air supply is adjusted 
by finger-tip air control at top of 
burner; Allen set-screw wrench, screw 
driver and crescent wrench service the 
burner; 440 hp. motor, 2-stage fuel 
unit, standard controls and trans- 
former ; capacities range from .8 to 3.5 
g.p.h.—Electrical Merchandising, Au- 


oler-aite SUNKIST Juicit Price: Model 24 Remington shaver in gust, 1938. 
sal piece deluxe Lizard grain case with chrom- v 
= Fo Chicago Electric Mfg. Co., 6333 W’. ium plated trim and cord retainer, CARRIER Stok 3 
> sugges 65 St., Chicago, $15.75; Rand shaver $9.50.—Electri- ‘oker 
Model: Weluxe model BM-21 with cal Merchandising, August, 1938. Carrier Corp., Syracuse, N. Y. é 
magic automatic strainer. Device: Automatic stoker for use with 
Features: Automatic anthracite or bituminous coal. 
Osc t i “ ” 
ALOG whining juice of. pully agains 
Co. has sharpened edges of strainer holes “ enclosed motor; shear pin for safe- 
2 easing every drop of juice; induc- Ging delicat of train of 
utalog tion motor, non-radio interfering ; 
anil 110-120 volts, 50-60 cycl + foreign particles in fuel; oversize fan; -— 
ts line 0 : volts, cycle a.c. omy ; vabl rts; clean-out door ; : 
“er taupe gloss finish with chrome hard- 
rer-Clock ware; automatic ash remover sup- 
coupot Price: $9.95,—Electrical Merchandis- plied with stoker for anthracite coal. 
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FMOR 


im CARE-FREE 


GETS ITS POWER FROM 


ERSATILITY in the field of home sanitation aptly 
describes the character of the new Health-Mor Power 
Unit. This unusual machine renders 26 separate services, 


each one of which contributes towards the maintenance of 
more healthful and sanitary conditions in the home. 


Airwashing, mothproofing, fumigation, insecticidal 
spraying, floor polishing, rug and furniture cleaning and 
shampooing are but a few of the many varied tasks which 
Health-Mor performs efficiently. 


In a domestic appliance of such unusual adaptability, 
high operating efficiency is essential. That’s why Health- 
Mor engineers specified the trouble-free Black & Decker 
Motor for their power unit. Thus, added to its other 
features, Health-Mor can also boast of quiet, powerful, 
unfailing motor dependability. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of manu- 
facturers who may be interested in the application of 
universal motors to the improvement of their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 


of Universal Motors 
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Device: 


Selling Features: 


Device: 


Selling Features: 


CARRIER Air Conditioner 


Carrier Corp., Syracuse, N. Y. 


z Direct fired home air condi- 
tioner. 


Styled for basement 
or first floor location ; completely self- 
contained ; takes up only 11 sq.ft. floor 
space; operates on gas or oil with 
“tear drop” heat interchanger, for 
even heating; finished in a combina- 
tion of taupe and silver; for complete 
year round air conditioning a Carrier 
matched cooling unit of self contained 
type is provided which includes coils, 
compressor and other machinery in 1 
case. — Electrical Merchandising, 
August, 1938. 


v 


SCOTT-NEWCOMB Oil Burner 
Cover 


Scott-Newcomb Inc., 1922 Pine St., 
St. Louis, Mo. 


Device: Cover to fit 3 S-N oil burners. 
Selling Features: Finished in 2 shades 


of green with black base; compact— 
18 in. high, 20 in. wide; burners may 
be purchased with or without cover. 
—Electrical Merchandising, August, 
1938. 


RADIOFONE Intercommunicating 
System 


Radiofone Corp., 136 W. 22nd St., 
New York City 


Communication system that 
operates on a dial selector principle to 
permit 2-way communication with re- 
mote station tuned in. 


Two models for 2- 


Price: 


way or multiple communication ; plugs 
into a.c. outlet; multiple system con- 
sists of a master and 5 remote stations 
selector switch makes it possible to 
communicate with any remote station 
without being overheard by other 
units; earphone for confidential com. 
munication automatically silences 
speaker when it is removed from 
hook; automatic switch is pushed 
down to talk and returns to normal 
position under spring tension to 
listen ; control adjusts speaker volume 
to any desired level. 


Prices: $64.50 for master station; $45 


for each remote station —Electrical 
Merchandising, August, 1938. 


EMERSON Floor Stand 


The Emerson Electric Mfg. Co., 
St. Louis, Mo. 


Device: New adjustable floor stand de- 


signed to enable owners of Emerson 
12 or 16 in. desk or wall-bracket fans 
to convert them into floor models ; fan 


can be attached through 3 mounting 
holes in fan base; stand is adjustable 


from 3 ft. 6 in. to 5 ft. black-wrinkle 
and chromium finish. 

$11.25 —Electrical Merchandis- 
ing, August, 1938. 


AUTOCRAT Packaged Furnace 


Autocrat Oil Burner Corp., Cedar 
Rapids, lowa 


Device: “Unitaire” oil-fired winter- 
summer furnace unit. 

Selling Features: Automatically heats, 
circulates, filters and humidifies; unit 
contains scientifically designed heat 
exchanger, large silent blower, af 
filters, automatic humidifier and latest 
model DB-1 Autocrat oil burner; 
adjustable hot water heater optional; 
streamlined jacket finished in 2-tone 
baked enamel with chrome trim; 
available in sizes from 980,000 to 
200,000 BTU’s.—Electrical Merchan- 
dising, August, 1938. 
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Stop Service Gougers 


There Are Storms Ahead for Electrical Refrigeration if Servicing 


Policies drift on Toward Unreasonably High Take-it-or-leave-it Levels 


reports of ruthless dealings with 

domestic owners of refrigerators. 
Some speak of the refrigeration serv- 
ice “racket”’—of service men being 
given general orders to quote "em 
high and make ’em like it. All of 
which makes swell capital for non- 
electrical refrigeration. Suppose we 
let our hair down and talk plain turkey 
for a moment. Some shoes are apt 
to pinch—and that will be quite all 
right too. 

Just a few weeks ago a friend’s 5- 
year-old household refrigerator began 
wheezing and puffing with its spring 
load. Papa wouldn’t risk a tinkering 
job, so he sent an S.O.S. to service 
headquarters. The service man came 
during the day, told Mama something 
about end-play in the motor, squirted 
oil in the cups and phoned headquart- 
ers the serial number of the unit. 
Quick as a flash he got the detailed 
estimate from h.q.—“Madam, my serv- 
ice manager says it will cost $52.45 
to fix your trouble.” Mama storms, 
pays $1.50 for the diagnosis, and 
vows Papa will raise the roof when 
he gets the sad news after a hard 
day in the Big City. 

It so happens that commuting Papa 
smelled something besides CO? in this 
deal. So he called in a neighborhood 
refrigeration man. For another $1.50 
consultation fee, Papa learned that all 


several communities come 


| he needed was a motor reconditioning 


job, and that the compressor was posi- 
tively O.K. So having a good friend 
in the small motor repair business 
nearby, that job was handled for $8.50. 

But what about the $52.45 “author- 
ized service” estimate? “Well”, says 


the neighborhood service man to Papa, 
“you are one person who didn’t tumble 
for the racket. You would be sur- 
prised at the number of cases I bump 
into just like yours. Just the other 
day I had a lady call me to check a 
$60 estimate from this same crowd. 
I did the job for $8.45 and made a 
fair profit.” 

Then Mr. Neighborhood Service 
Man advised Papa to ask his own 
friend in the motor repair business for 
further proof of how the public is 
being gouged. Sure enough, when 
Papa told his story about the $52.45 
estimate, his motor friend laughed out 
loud. He said, “So they almost hooked 
you too?” Several mechanics who 
heard Papa’s story chimed in and 
asked the boss how this humbug game 
can be carried on to such extremes. 

Then followed stories of exorbitant 
charges that came to the motor shop 
from various electrical contractors and 
refrigerator service customers. All 
were very similar. The owner called 
for a refrigerator service man, service 
man takes a look, jots down the serial 
number, phones headquarters—and 
presto an expert at the other end of 
the line quotes $50 to $60 for the job. 
Some larger units are priced $100 or 
more. Papa’s motor shop friend says 
he has done several $20 first class 
motor repair jobs on large refrigerat- 
ors where the owner was quoted $100 
and up. 

All of this just doesn’t make sense. 
But it is happening every week in 
a number of thickly populated areas. 
It is arousing bitter resentment among 
owners of fairly new electrical re- 
frigerators. They can’t be expected 


“FOR PETE'S SAKE CAN'T YOU RESIST ANY SALESMEN ?!"' 
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to know all the ropes, so some are 
being taken advantage of by unscrupu- 
lous organizations. 

What is the answer? Has guaran- 
tee service imposed such an overhead? 
If so, there is certainly no justice 
in making up the deficit on a chance 
few. 

Looking ahead five years or so, one 
wonders whether this ruthless policy 
holds forth a greater threat for those 
who own sealed equipment. There are 
some who consider their sealed units 
sacred to any but their own fair haired 
(perhaps under-paid) service crews. 
Outside service men have not yet been 
able to tool up for opening the units, 
nor have they been able to get some 
types of refrigerant and parts. 

Perhaps it all makes sense, but to 
an outsider whose only interest is to 
see continued electrical progress, the 
gas refrigeration boys are sitting 
pretty. They could break loose a 
damn fine sales story which would 
appeal to Mr. and Mrs. John Q. 
Public. 


Don’t Overlook the 
Children 


F there is anything which will win 

the heart of a father or a mother 
it is a little kindness done one of their 
children. When Henri LeVasseur, 
now dealer-contact representative of 
the Northwestern Electric Company 
in Portland, Ore., had his own store 
he verified that fact. He liked chil- 
dren and he made a special effort to 
be nice to them when they came in on 
errands to his store. In fact he made 
sure that the service given them was 
just as good, if not better, than that 
given a grown-up. As a result they 
liked him, too—and perhaps it was not 
surprising that their parents found it 
easy to follow suit. 

Another little trick Henri practiced 
was to have a camera handy. When 
he saw a proud father wheeling a 
baby buggy past his store he stepped 
out with the camera and asked per- 
mission to take a snapshot of the 
two. And then he sent a print of the 
photograph to the father. Did he sell 
equipment? Not always, for even 
proud fathers are sometimes not in 
immediate need of electrical appli- 
ances for the home. But did he make 
friends? He did—and to build up 
friendships in the neighborhood in 
which your store is located is certainly 
not a bad basis on which to build a 
business later on. Le Vasseur found 
that it paid him excellent dividends, 
even in such a prosaic form as cash 
register returns. 


on Gilmer’s 
famous 35-R 


Belt Assortment 


You pay . $19.98 
You get . $34.18 


Find out You make $14.20 


about it | | 
FREE— Send coupon for 
1938 GILMER BELT CATALOG 


*America’s Belt Bible.” Most 
complete f.h. p. belt catalog 
in the whole industry. Lists 
4450 models, 135 makes 
electrical refrigerators, 247 
makes washing machines, 
air-conditioners, etc. 


cer Gilenek seus: 


Tailor-made in the grooves” 
on the world’s largest assort- 
ment of V-moulds. Built by 
belt engineers who build 
only belts. Fully stocked by 
Gilmer jobbers everywhere, 
insuring the right fit faster. 


Mail this coupon to. 
L.H. GILMER CO. 


Tacony, Philadelphia 


Send FREE 1938 Gilmer Catalog to 


YOUR NAME 


& ADDRESS. 
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every way-HORTON 


HORTON MANUFACTURING CO., FORT WAYNE, INDIANA 


There’s an 


AEROCAR 


DISPLAY UNIT 
For Every Sales 
Requirement 


TWO-WHEEL 
TRAILER DISPLAY COACH 


reel DISPLAY COaCcH 


AEROCAR SALES COACr 


Whatever your requirements, 
from a utility trailer to a cus- 
tom-built sales coach, Aerocar 
can fill your needs exactly. Its 
designing and engineering su- 
periority have made Aerocar 
America's largest commercial 
trailer builder. Write for infor- 
mation today! 


AEROCAR 


COMPANY OF DETROIT 


4809 Cabot Ave., Detroit, Michigan 
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McGRAW -HILL 


DIRECT MAIL 


S publishers of Electrical Mer- 

chandising for over 20 years, 
McGraw-Hill is uniquely equipped to 
offer complete, authoritative Direct 
Mail coverage of the Electrical Appli- 
ance Trade. Extreme accuracy (guar- 
anteed 98%) is maintained on a daily 
corrected basis and the widest possible 
selections are available. Send for 
folder entitled “Hundreds of Thou- 
sands of Reasons Why” which de- 
scribes how McGraw-Hill Lists are 
built and maintained. 


W hat Selection Do You Want to 
Reach? 


ELECTRICAL WHOLESALERS 
APPLIANCE DEALERS 
Major Appliances 
Minor Appliances 
Larger Dealers 


OCCUPATIONAL GROUPS 
Central Stations 
Department Stores 
Hardware Stores 
Etc. 

GEOGRAPHICAL SELECTIONS 

POPULATION GROUPS 


Write for list “Electrical Appliance 
Trade” giving details on selections, 
counts, prices, etc., or ask any repre- 
sentative. 


MAIL DIVISION 


330 W. STREET 


McGRAW-HILL PUBLISHING CO. 


YORK 


New Orleans Promotes 


Attic Fan 
Fire Safety 


Warm New Orleans gives Frank G. Burns 
an ideal market in which to promote co- 
operative air conditioning 


ECAUSE the draft of air be- 
B ing propelled through a 
house by an attic fan presents 
a considerable item of hazard in case 
of fire, the New Orleans Public Serv- 
ice is insisting upon trap door in- 
stallations which automatically swing 
shut in case of fire. 

This, according to Frank G. Burns 
of the Air Conditioning Department 
of that utility is accomplished by 
placing a 135 deg. F. fusible link ten- 
sion with the trap door. Should the 
heat reach 135 deg. the quartz fusible 
link parts, the door swings shut, au- 
tomatically cutting off the current to 
the fan motor. Three point switches 
are used in New Orleans installations, 
so that the fans can be controlled 
from either floor, and it is recom- 
mended that motors be placed on 
separate circuits, using at least #12 
wire. 

Of 30,000 home owners in New 
Orleans, fully 25,000 are potential 
prospects for fans, because of the 
heat, according to Mr. Burns. The 
utility, which ceased to sell mer- 
chandise in June 1936, now confines 
itself to cooperative promotion. 

With a residential rate, after 250 
kw hours, of 14 cents per kw hour, 
the utility feels that it can get an 
average of $15 a year from each 
customer for attic fan ventilation. Four 
girls and four salesmen are doing 
promotion for the New Orleans Pub- 
lic Service in cooperation with deal- 
ers. Recently completed was a win- 
ter campaign of six costly mailings. 


Ape Le: 
Sept. 5, 1936 


June and July in New Orleans are 
the seasons for selling air condition- 
ing, as even in the warm climate like 
New Orleans it takes heat to get the 
prospect in the idea. The utility 
hold dealer meetings, turns leads over 
to them, and has the dealers use 
standard forms in order to keep out 
of trouble. Architects are hardest 
to sell, it has been found. 

Not so long ago a survey was 
made of the income of the 85,689 
New Orleans residential meter own- 
ers. It was estimated as follows: 

3.6 per cent had incomes of $7,200 
up. 

5 per cent had incomes of $4,000 up. 

16.4 per cent had incomes of $2,500 
up. 

30.7 per cent had incomes of $1,500 
up. 

44.3 per cent had incomes less than 
$1,500. 

The families with incomes of $2,500 
up are the prospect for the attic fan 
market, Mr. Burns maintains. 

Attic ventilation made great strides 
in New Orleans in 1937, more than 
600 jobs being sold, as compared to 
373 in 1936. This is a much more 
rapid increase than complete air con- 
ditioning in residences. In 1932 New 
Orleans had only three complete resi- 
dential air conditioning jobs. The 
year 1933 saw eleven, 1934 saw 
eleven, 1935 saw twenty-three and 
1936 forty-five. There were forty- 


eight jobs sold in 1937 and the pros- 
pects are upward. 


Ceiling 


Approved (35: 


directly to air stream 


Here's how New Orleans does it—Fire causes the attic fan trap 
door to shut, and thus shut off the draft 
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} in his thinking, 
» merchandising, he’s tactiturn only un- 


Everett Johnson of Nashua, N. H., shows how he goes about demon- 
strating a refrigerator. 


235 Refrigerators in One Year 


.... that was 


Everett Johnson’s answer to a quota of 60 


SUALLY when a dealer is cited 

as having made some 400% of his 
quota the inference is “400 per cent 
of two is eight, so what?” but such 
an implication does not apply to one 
Everett Johnson, one of the better 
appliance dealers of New England. 
Johnson was given a quota of some 
60 refrigerators, in addition to many 
other major appliances, which hap- 
pened to be an “Honest-to-John” 
quota for his town, but he went out 
and sold 235 refrigerators in the past 
year. 

To attempt to catalog any one per- 
son, thing, or place, as being “typical” 
is generally an unwise move, but 
Johnson is as typical a New Eng- 
lander as one will ever see roaming 
the Berkshire ‘hills. Conservative only 
aggressive in his 


til the right time comes to extoll his 
product. 

Johnson, of course, does just about 
everything in the way of promotion, 
sales and advertising that any other 


| successful dealer does, but he has 


developed two additional angles that 
have assisted him to get the excellent 
record he has. Number one is an ex- 
tension of time payments, and the 
second is the close following and 
developing of wiring contracts and 
new building jobs. 

Finding that one stumbling block to 
additional sales was the lack of time 
lor payments this dealer used the 
F.H.A. structure to increase the paper 
payment to as long as_ thirty-six 
months. While this period was a 
little longer than he really wanted he 
took it to get started. When the re- 
sources of F.H.A. were no longer 
available he had made so many sales 
that a local bank was willing to back 
him so that he could continue his 
long term payment. Accordingly, he 
continued this practice, and now has 
the payments down to 24 and 30 
months, periods that he feels are better 
for both the dealer and the customer, 


than the 36-month period. “This one 
development of finding a way to ex- 
tend his time payments has been re- 
sponsible for a large share of the 
business he has done over his quota,” 
he reports. 

The other source responsible for a 
larger share of his sales comes from 
customers or prospects who he finds 
as a result of following up electrical 
wiring contracts, new building con- 
tractors, or the plumber and carpenter 
who has been doing modernization 
work. He reasons that a person who 
is moving into a new house, or who 
is having any modernization work 
done is a most logical prospect for 
new major electrical appliance equip- 
ment. 

Johnson insists these two factors 
have been responsible for a large 
share of his business. Being in the 
wiring business, and having been in 
Nashua some 26 years he has been 
able to follow the new building pro- 
gram very closely and develops it to 
the “nth” degree. 

As is the usual case among most 
successful dealers Johnson also lands 
most of his prospects after six o’clock 
in the evening. Working until ten 
o'clock practically every evening he 
gets a large percentage of his sales 
by talking to the husband and wife in 
their home, and by giving them a 
complete sales demonstration. 

By studying his prospect’s financial 
responsibility, and by giving the best 
of service, he has not lost a cent 
through his time payment extension 
and has had only three repossessions 
since he’s been handling electric re- 
frigerators. 

Johnson advises fellow dealers to 
use manufacturer’s promotions and 
sales aids. He is a firm believer in 
promotion, and often puts the dis- 
plays, demonstrations, or whatever he 
feels is outstanding material, right out 
in his windows instead of using them 
on his sales floors. “Such activities 
build traffic,” he explains. 
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Mi MATCHED LINE 


The Most Modern 
... Fastest Selling... 
‘Long Profit Line of 
Electrical Appli- 
ances Ever Offered 
_...Backed Up By a 


Success-Proven De- 


- sign and a Sales In- 
- crease of Over 100% 


TOASTSWELL 


TWO SLICE $] ()35 
AUTOMATIC TOASTER 


Equipped with Time Master Control that assures uniform toast at all times, 
and low heat feature that keeps toast hot and makes delicious melba toast. 


Non-automatic toasters and tray sets also available. 


Think of tt, 
Toastswell now offers you a 
smart new combination auto- 
matic sandwich toaster and a 
stunning new automatic waffle 
baker designed to perfectly 
match the now famous, ultra- 
modern Toastswell automatic 
two slice and four slice bread 
toasters which have increased 
dealer’s sales beyond their 
greatest expectations. 


TOASTSWELL 
AUTOMATIC $ 
COMBINATION 
SANDWICH TOASTER 


Non-automatic sandwich toasters and 
tray sets also available. 


TOASTSWELL 
AUTOMATIC 


WAFFLE BAKER $35 


Beautiful tray set with — and 
batter pitchers also available. 


TOASTSWELL 
FOUR SLICE $ 00 
AUTOMATIC 

TOASTER 
Toasts four slices of bread on both 
mechanical 


sides at one time. 
features as two slice toaster. 


Non-automatic toasters and tray 
sets also available. 


And Best of All... 


Toastswell is offering, for a 
limited time only, two big 
extra profit deals that you 
can’t afford to miss. 


Write TODAY... 


for complete information on 
the new matched Toastswell 
line and the two big profit 
deals and. join the thousands 
of Toastswell dealers who are , 
increasing their sales and 
profits with Toastswell every 
day! 


UTILITY ELECTRIC CO. 


620 TOWER GROVE AVE. 


ST. LOUIS, MO. 
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CHROMALOX 
Super-Speed 


RANGE UNITS 


Sell the saving that results from the 
“Two-units-in-one” feature exclusive 
with Chromalox units—one unit 
nested within another, and so wired 
that the inner unit only can be heated 
independently, or both units, as de- 
sired. Thus three sizes of Chromalox 
units on a range provide six distinct 
cooking areas, one of which will be 
the right size for the utensil being 
used. 


Every housewife instantly recog- 
nizes this advantage, quickly Brasp- 
ing the saving in heating only the 
area needed for cooking, and avoid- 
ing wasted heat. 


There’s a saving in time, too, with 
these units. Their speed sets a new 
high, their flat-top easy cleaning is 
something that every housewife ap- 

reciates. Their outstanding per- 
omen is recognized by range man- 
ufacturers, power companies, and 
dealers. 


SELL CHROMALOX- 
EQUIPPED RANGES 


and make customers into lasting busi- 
ness friends. Use these units for re- 
placement, too—they fit all ranges, 
and immensely simplify your servic- 
ing problems. 


Get the facts—use the coupon. 


GET THIS 
SALES PLAN 


Mail with your business letterhead 


EDWIN L. WIEGAND CO. 
7525 Thomas Bivd., Pittsburgh, Pa. 
Send me the ""CHROMALOX PLAN" book. 


Name 


Position 
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$500,000 in Refrigerator Replacements 


gan, each piece stressing one of the 
outstanding advantages of 1938 boxes 
over the boxes of several years ago. 
Distributors furnished the names of 
20,000 users of their electric boxes five 
years old or more. The series of four 
Power Company direct mail pieces 
was sent to this list, one each week 
and in most cases, the individual dis- 
tributors followed up the series with 
a mailing of their own. Distributors 
also furnished to their retailers, the 
names and addresses of users of these 
old boxes for personal sales follow-up 
by their salesmen. 

The realization that sales were go- 
ing to be more difficult in the replace- 
ment market and that sales commis- 
sions were, therefore, going to be 
somewhat lower, brought out the need 
for supplementing the income of sales- 
men if enthusiastic sales effort were 
to be expected. A “stock market” cam- 
paign was, therefore, incorporated into 
the program under which salesmen 
would get an additional bonus in the 
form of shares of stock from the 
Electric Institute for every 1938 elec- 
tric refrigerator sold during the cam- 
paign. No bonuses were available on 
1937 or other special models and, of 
course, only salesmen of Institute 
members were eligible to participate. 
A total of $2,553.66 was earned under 
this stock market campaign by 198 
salesmen, representing 77 retail mem- 
bers of the Institute. 

One share of stock, par value $1.00, 
was issued to member salesmen for 
each $100.00 in retail list value of 
1938 refrigerators of distributor mem- 
bers, sold during the campaign, which 
lasted from March 14 to June 4. The 
market value of the stock varied in 
accordance with the relationship of 
actual sales to the quota established. 
The quota was set at 70% of the sales 
during the same period of 1937; this 
with the realization that sales would 
naturally be lower than in 1937 and in 
order to make sure that the quota was 
at least attained. Breakfast meetings 
attended by an average of 125 sales- 
men were held at the end of each 
three weeks’ period during the cam- 
paign. At these breakfast meetings, 
enthusiasm was inspired by industry 
speakers and market value of stock, 
sales to date, etc., were reported. Stock 
certificates representing refrigerator 
sales during the previous period were 
distributed at each of these meetings. 
Prizes for leading salesmen during 
the period and door prizes which 
would give even the poor salesman a 
chance to win something, were also 
distributed at each breakfast meeting. 

The Institute’s costs of the program, 
with the exception of general over- 
head, clerical work, etc., were dis- 
tributed among the wholesalers, re- 
tailers and the Power Company as 
additional Institute dues. In this way, 
retailers and wholesalers who sold the 
largest volume of boxes bore a pro- 
portionately larger share of the ex- 
pense and those Institute members 
not interested in refrigerator sales 
were not burdened with the costs. 

The final meeting of the campaign 
was held on the evening of June 16th. 


CONTINUED FROM PAGE I8 


Approximately 250 wholesalers, re- 
tailers and their salesmen were in at- 
tendance. An inspiring talk by Sam 
Vining of the Westinghouse Electric 
& Manufacturing Company, and the 
report of the final market value of 
the stock aroused the salesmen to a 
high pitch of enthusiasm and encour- 
aged them to continue their efforts 
during the next several months. Stock 
certificates which had been issued 
during the campaign were cashed at 
the meeting. Armed guards brought 
the cash in an armored truck to the 
meeting and stood guard over the 
cashier’s cage as the money was paid 
out, thus dramatizing the payments 
and adding to the general effect of 
the meeting. 

In spite of high saturation and the 
general decline in all business activ- 
ity, the campaign was a marked suc- 
cess. Refrigerator sales at retail dur- 
ing the period attained the total of 
3,371, being 108% of the quota estab- 
lished. This meant that each share of 
stock brought $1.08 in cash or, figured 
on the average price of boxes sold, 
each salesman received $1.93 addi- 
tional commission on each 1938 box 
he sold during the campaign. 

Disposition of used boxes was no 
problem. They were absorbed by the 
used refrigerator dealers: In fact, de- 
mand in Washington caused two large 
retailers to ship in two carloads of 
used refrigerators from New York. 
These were used as leaders. 

Approximately 50% of the dollar 
volume of these sales were 1937 boxes, 
but the fact that stock certificates and 
bonuses were issued only on 1938 
boxes and that cooperative advertis- 
ing by the Power Company was avail- 
able only when 1938 boxes were ad- 
vertised, contributed without a doubt 
to greater effort on 1938 sales. Not 
the least important aspect of the cam- 


paign was its result in improving th, 
morale of the salesmen which, had ; 
not been for such an intensive pro. 
gram, would have suffered a consider. 
ably greater drop with the result of ; 
tremendous loss in refrigerator yg. 
ume. This 1938 refrigeration prom. 
tion is another example of the pray. 
tical results in sales stimulation mag 
possible through the coordination 
a program sponsored by a cooperatiy, 
activity of all branches of the industry 
through the Electric Institute. j 


CUSTOMER SURVEY 


OUSE to house calls on eveg 

residential customer of th 
Northwestern Electric Company @ 
Portland, Oregon are now being maf 
by nine specially trained employees 
These representatives of the company 
will carry with them statements of th 
customer’s bills for the past year anf 
will be prepared to discuss with th 
housewife the cost of operation of 
any appliance, methods of improving 
service or of saving money. Based on 
the reports of these investigators wil 
be the company’s future plans. 


ELECTRIC SOUP 
KITCHEN 


NE of the big food companie§ 

whcih specializes in canned soup) 
has devised a winner by combining thf 
sale of an electric heating cup withf 
the sale of sixty cans of soup arrange! 
on a wired display rack. This iff 
sold as a unit to restaurants, sand 
wich shops, fountains and hot doy 
stands, the idea being that the cu) 
tomer picks out the variety of sow 
desired which is then heated to order 
in the electric cup. Los Angeles oi 
fice of the soup company reports they 
cannot keep up with orders. 
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DISING 


Los Angeles’ 
Open a New Service 


NAUGURATING the new kit- 
chen planning service which is 


cal department, Barker Bros. of Los 
Angeles recently turned its seventh 
floor over to a “Kitchen Planning 
Exposition”, directing attention to 
the subject of all things electrical for 
the home. 

The entire floor, which is given 
over to the housewares equipment, 
including ranges, refrigerators, wash- 
ing machines and other appliances, was 
decorated for the occasion in pastel 
shades of yellow and green. Thirty- 
five floor demonstrations were kept 
in progress, eight of them serving 
food. Ten specials were featured, 
covering all seventh floor departments. 
Demonstrators were dressed uni- 
formly in white, with white caps. A 
program was presented each day by 
some home economist, either from 
one of the utilities or from one of the 
newspapers. Twelve famous recipes 
from well known chefs of local hotels 
and restaurants were printed in the 
form of a booklet for daily handouts. 
A complete laundry demonstration 
was staged four times daily. 

Featuring garden equipment, with 
barbeque, modern tool house and 
outdoor dining facilities, was a 
garden display in appropriate spring 
setting. A revolving display plat- 
form in the lobby on the main floor 
of the building was used to display 
kitchen equipment throughout the 
week, while another display on the 
seventh floor was used to highlight 
some of the specials. Two of the 
store windows were given over to 
— displays for the entire time 
of the Exposition. 

And, of course, there were the three 
model kitchen themselves, each at- 
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Barker Bros. 


tractive in color scheme, scientific in 
arrangement and complete in equip- 
ment, but quite distinctive. The bud- 
get idea, which has been a feature 
of advisory service given in other 
departments of this household fur- 
nishing store was here carried out in 
practice, each kitchen representing 
what the customer could do in her 
own home for $500, $1,000 or $1,500 
respectively. This same idea of group 
selling to meet a budget program was 
carried out elsewhere in the depart- 
ment, groups of allied appliances and 
of houseware equipment being priced 
at complete prices for purchase as a 
unit. 

The store has long had a Home 
Advisory Bureau, with a free ser- 
vice covering decorating problems— 
and this now is to be extended to 
include a kitchen planning department. 
Consultants were on the floor during 
the week of the exposition for per- 
sonal consultation. Kitchen planning 
sketches made by artists from the 
store’s decorative studio were posted 
on the walls and suggested what 
might be done in the customer’s 
home. 

This kitchen planning bureau which 
opened with the exposition, is to be 
located permanently on the seventh 
floor and will be available to all cus- 
tomers of the store. Questionnaires 
are ready for securing the necessary 
personal information concerning the 
individual home and plans already 
drawn up will meet most needs of 
new construction. Architects, build- 
ers and public are all to be contacted. 
To start with, the staff of this bureau 
will consist of two, with plans for 
future development left to the future, 
as public interest may indicate a 


a 
“MILLION - DOLLAR”’ 
FRANCHISE 


FOR $ g°° 


It takes only $49.90 to secure the franchise, the fast-selling assort- 


THE LAMP THAT ERRNS WHILE ST SURNS 


ment and the “‘sales helps’’ to put you in the profitable, fast-growing 
Birdseye Reflector Lamp business. 

Every store, every factory, every home is a red-hot prospect for 
the lamps that give more usable light at /ess cost. Reserve your 
franchise NOW by ordering the introductory assortment of 117 
lamps at $49.90 (retail $74.85) or write for folder explaining 
this unique profit opportunity in full detail. 


BIRDSEYE ELECTRIC CO. 
100 East 42nd St. New York City 


Reg. U. S. Pat. Off. Factory: Gloucester, Mass. 


need. 


1938 


_ @ Over three decades of intensive specialization 
and a production experience second to none © 

_ stand behind this electric heating alloy. @ Little _ 
wonder that NICHROME* is a household word. © 
And you are duty-bound to sell NICHROME- 
equipped appliances when customers ex- 
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Parts, 


UNDISPLAYED RATE: 
$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 


SERVICES 
AND Accessories 


DISPLAYED RATE: 

1 inch $12.00; 4 inches $11.50 per in.; 8 
inches $11.00 per in.; 12 inches $10.50 
per inch. (An advertising inch is 
measured vertically on one column. 
There are 4 columns—48 inches to a 
page.) 


PADS, COVERS AND BAGS 


NEW ADS 


All Types 
Electric mangle pads and covers. Washing machine 
covers, electric heating pads, vacuum cleaner bags— 
all types. Ohio Textile Specialty Co., W. 54 Street, 
Cleveland, Ohio. 


and changes of copy must be received by the 
27th of the month to appear in the issue out 
the following month. 


THE HARRY ALTER CO. 
AND MOST 

COMPLETE LINE 
OF REFRIGERATION 


AND AIR CONDITIONING 


1728 S. MICHIGAN AVE. 
CHICAGO 


WE SELL WHOLESALE 
ONLY...WRITE FOR 
CATALOG ON YOUR 
STATIONERY. 
TRY OUR INSTANT 
SERVICE 


PARTS AND SUPPLIES IN THE U. S. A. 


7 BIG BRANCHES: NEW YORK, CLEVELAND, ST. LOUIS AND 3 CHICAGO BRANCHES 


able in advance. 


10 words 
Discount of 10% if full 
advance for 4 consecutive insertions. 


SEARCHLIGHT SECTION 


(Classified Advertising) 


SELLING : : MERCHANDISE 
empcorment: OPPORTUNITIES” : susiness 
UNDISPLAYED RATES—— DISPLAYED 


15 Cents Worp. Minimum CHarce $3.00.| Individual Spaces with border for 
Positions Wanted (full or part time salaried 
employment only) % the above rates pay-| 1 
2 7. 80 per inch 
Boz Numbers—Care of publication New York, Boe © Wiicesccccsceecnsce 7.60 per inch 
Chicago or San Francisco offices count as| 8 yy 11 ine 


yment is made in 


7.40 per inch 

An advertising inch is measured vertically 
on a column—4 columns—48 inches to a 
page. Contract rates on request. 


SELLING 
OPPORTUNITIES 
OFFERED—WANTED 


Selling agencies —Sales Executives 
Lines 


OPPORTUNITIES WANTED 


PACIFIC NORTHWEST DISTRIBUTOR de- 

sires additional lines of appliances with 
novel sales appeal. RA-511, Electrical Mer- 
chandising, 883 Mission St., San Francisco, 
California. 


MANUFACTURERS AGENT covering Cali- 

fornia wishes lines wiring material appli- 
ances or specialties. RA-512, Electrical 
Merchandising, 883 Mission St., San Fran- 
cisco, California. 


NEW ADS 


and changes of copy must be received by 
the 27th of the month to appear in the issue 
out the following month. 


PATENT YOURIDEAS 
send a Sketch or M ok 
of your invention oH fala 
ADVICE 


FREE 


U. S. Pat. Off. records searched 
for ANY Invention or Trade Mark 


“B-A" serves the trade with every sced te 
tadio—complete 160-page catalog of aw 
thonally knowa tadio receivers, public 
dress, parts, supplies and equipment. Or- 
dere shipped same day received. 


COMPLETE CATALOG AVAILABLE ‘ 
BURSTEIN-APPLEBEE C9. city. mo 
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EXECUTIVE 


desires position with r f 
direct sales in Eastern territory. Pe rsonally 
acquainted with executive heads Eastern Utilities, 
Electrical and Hardware Distributors and _ 
ment Stores. Have 22 years experience. Will 
supply AAA-1 references. Free to negotiate 
although employed at present time. 

SA-510, Electrical Merchandising 

330 W. 42nd_St.. New York City 


Over 
25,000 Other 
Readers of 


Electrical Merchandising 


are associated with the merchan- 
dising of electrical appliances. 
Their interest covers every phase 
of this business ranging from 
management, sales or servicing 
employment to investment oppor- 
tunities associated with the es- 
tablishing of new businesses, 
partnerships, products, etc. If 
you have an employment or busi- 
ness opportunity to offer these 
men you can do so effectively 
and at small cost through adver- 
tising in the 
Searchlight Section 


ELECTRICAL MERCHANDISING 


Just So Much 
Window Dressing 


umes CONTINUED FROM PAGE 13 


modelling of the entire store. Here 
he has many practical ideas to sug- 
gest which help to produce effective 
results at little cost. One of them, 
for instance, is a modern illuminated 
shelving for the display of small 
appliances which can be set up in 
units, dismantled when there is little 
call for such appliances, or spread 
out to take in the increased demands 
of Christmas and the holiday season. 

The dealers are enthusiastic about 
the work. Said one, “Think of the 
distinctiveness this service lends to 
my store. I could go out and buy 
card work if I could afford it, but I 
wouldn’t get the advice and mer- 
chandising knowledge that goes with 
the service. And then, too, I would 
have to spend hours figuring out what 
to put on the cards.” Another dealer 
said that even though he might buy 
the card writing service, he would 
have to spend hours or even a full 
day gathering copy and then the re 
sults would probably be less _satis- 
factory. Another said, “It is great 
having someone come in to look us 
over. It gives us some added in- 
centive to clean up and arrange our 
store.” 

This last item is one whose im- 
portance is not to be overlooked. It 
is important, this effect which an 
outsider coming into his store has 
upon the dealer. He begins to look 
over his own stock and to check over 
the things which need attention and 
changing. Quite aside from any 
actual advice or assistance he may 
be given, he is started out on a 
clean-up campaign of his own, which 
may result in moving quite a lot of 
merchandise. And every extra ap- 
pliance which is sold through these 
efforts is an added boost to power 
company income, as well as being a 
very pleasant result for the dealer 
himself to contemplate. Which, of 
course, is exactly what the service 
was designed to accomplish. 


SECOND-APPLIANCE 
LETTERS 


CARD index system which keeps 

a very complete record of all 
transactions with customers has proved 
a valuable sales getter for the Chown 
Hardware Company of Portland, 
Oregon. These are so arranged that 
they may be turned up in groups— 
“owners of washers who have no elec- 
tric range,’ “owners of electric 
ranges who have no refrigerators,” 
etc. To these appropriate sales let- 
ters are written in groups of 100, sug- 
gesting the purchase of the second 
appliance. Returns on these letters 
have been excellent, sales averaging 
one or two major appliances for every 
group of letters sent out. The cost of 
the record keeping and of the direct 
by mail contacts is very small com- 
pared with the steady 
sales made through this medium. 
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Kitchen Modernization 


Contest 


NOWING that her home ser- 

vice girls are frequently called 
upon to give advice in kitchen plan- 
ning, Miss Nancy Finch, head of the 
home service department of the Utah 
Power and Light Company a month 
or two ago staged a kitchen mod- 
ernization contest for her staff. 

That is to say, it was originally 
planned as a contest, with judges 
and prizes ’n everything, but as time 
went on that feature of it died away 
and what it turned out to be was a 
study of principles and their applica- 
tion to one particular kitchen—that 
of the girl herself. 

Each girl—and there are 48 of 
them—was required to undertake the 
modernization of her own _ kitchen, 
whatever that happened to be. It 
might -be the roomy old fashioned 
quarters of the family home, the small 
space of a kitchenette in a city apart- 
ment, or the busy much used kitchen 
of the boarding house where she 
dined. She must present this as it 
now stood and then must draw up 
plans for its remodelling, with color 
scheme, floor arrangement, elevation 
and financing plan. The cost of the 
entire remodelling must not exceed 
$1,000. The girls were given two 
months in which to draw up their 
plans and then were required to pre- 
sent them to the others at a genera! 
meeting. 

No requirements were set as to 
the form in which the plans were to 
be presented—and these were varied. 
Some of the girls drew up regular 
architects’ plans, with tinted draw- 
Ings of the modernized kitchen to 
show color scheme and _ elevation. 
Others used clippings from magazine 
Pictures and samples of materials. In 
Many cases, the girls made models of 
their remodelled kitchen, using wall- 
board and cardboard or cork models 


of equipment. The designs included 
necessary structural changes, selec- 
tion of equipment to be installed at 
once, and other appliances to be 
added in the future, arrangement 
with due regard to “work centers”, 
determining of the correct height 
of working surfaces, dimensions of 
cupboard shelves and the like to 
meet the needs of the particular per- 
son for whom the kitchen was de- 
signed, choice of colors and materials, 
planning for adequate wiring to meet 
present and future needs, and careful 
consideration of lighting with regard 
to general illumination and that of 
special work centers. Personal 
touches included step boards for 
reaching high cupboards, spice shelves 
on doors or in cupboards near _ bak- 
ing centers,’ sliding shelves for cup- 
boards, special storage space for vari- 
ous dishes and utensils, receiving 
door for milk, convenient arrange- 
ment for garbage disposal, the provid- 
ing of easy chairs, table for feeding 
children during busy hours, table- 
cupboard on wheels, and other items 
of individual choice. 

The girls entered into the project 
enthusiastically and expressed great 
satisfaction with what they had 
learned as a result of the work. Uni- 
formly they reported that having to 
figure costs and to apply principles 
to their own conditions made their 
understanding of the work more prac- 
tical. No longer would they glibly 
advise the moving of a sink, or the 
blocking up of a door without due 
consideration for costs, having learned 
that plumbing changes and carpenter 
bills are expensive. On the other 
hand they had learned confidence in 
what they did know. Whereas be- 
fore the contest there were but four 
or five of the girls who were capable 
of talking on home modernization 
before a class, all forty-eight of them 
now tackle the subject. There is a 
special demand for talks of this kind 
before women’s clubs and church 
organizations. The little models are 
used in their talks. 
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res 


satisfied customers. 


Only satisfactory products 
result in satisfied customers. 


Tophet Resistance Wire,a 


product of Wilbur B. Driver 
Company, is an integral part of 
Toastmaster toasters; products 
_ of McGraw Electric 


Congratulations and go 


NEWARK, NEW 


It’s the unanimous verdict of refriger- 
ator users that the greatest need for ice 
cubes is on those frequent occasions 
when one, two, or three persons want 
a few ice cubes in a hurry. 

And it’s the unanimous verdict of 
Presto Tray users that ov/y Presto Tray 
with rubber grid gives one or a dozen 
cubes instantly, full-sized, cold and dry, 


without disturbing the others—without 
fuss, bother, or waste. 

So, to influence a favorable verdict in 
favor of your refrigerator, have your 
salesmen demonstrate conclusively— 
and quickly—how the Magic Finish 
Presto Tray with Rubber Grid gives all 
the advantages of a fast-freezing metal 
tray plus all the conveniences of a rubber 


If you have not already done so—be 
sure and insist that your new refriger- 
ators come factory-equipped with Magic 
Finish Presto Ice Trays. 


INLAND MANUFACTURING DIVISION 
General Motors Corporation Dayton, Ohio 


WHEN A FEW ICE CUBES ARE PLENTY_ DONT RAID A TRAYFUL_USE 


PRESTO 


PAGE 55 


Utah Girls Stage Own 
39 : Neu plant of Electric Company, home of 
wil | 
| 
41 
36 
THE VERDICT IS 
24 ime 
oN 
1 4 A 
| 1 
— 
8,29 one oF 
you 
| 
n | 
54 
. 
. 


WVatch the 
Vomen’s Magazines 


Every month the national women’s magazines carry articles 
on some phase of home electrification, lighting, wiring and ap- 


These articles are expertly written and illustrated 


attractively. Women in your community are reading them and 
smart merchandisers are putting them to work—in their win- 
dows, in their stores and in letters to their prospects. 

To help you keep informed, Electrical Merchandising intends 
to report each month the articles which will appear in the suc- 
ceeding month’s issues of the leading women’s magazines. 
Thus, in the September issues of the magazines, there will be 


the following material: 


Woman’s Home Companion 


Elizabeth Beveridge of The Home 
Service Center of Woman’s Home 
Companion has just completed another 
of her studies on table appliances—this 
time the waffle baker comes in for 
one of her searching analyses. Her 
September article entitled “Waffles, 
Please” discusses the merits and fea- 
tures of the different types of waffle 
bakers and contains some tempting 
waffle recipes. Small appliance sales- 
people take notice. 


Better Homes & Gardens 


“Good Light Marries Good De- 
sign!” by Christine Holbrook in the 
September issue of Better Homes & 
Gardens, provides plenty of ammuni- 
tion for lighting specialists planning 
their fall campaigns. In this article 
Miss Holbrook tells of the evolution 
of Better Light-Better Sight lamps 
from the first graceless models to the 
present prize-winning models now 
available, which combine illuminating 
efficiency with authentic period design 
such as Colonial, 18th Century English, 
18th Cegtury French and Modern, in 
table and floor models. 


McCall’s Magazine 


Everyone interested in the promo- 
tion of electric washers and ironers 
will be interested in the article “Wash- 
Day—Play by Play” appearing in the 
September issue of McCall’s Maga- 
zine. Written by Kathleen Robertson 
in collaboration with Miss Nancy 
Finch, home service director of the 
Utah Power and Light Company, and 
the new McCall Test Rooms and 
Home Laundry, this article gives prac- 
tical solutions to all urgent laundry 
problems in the home. Sorting, soak- 
ing, rinsing, starching, treatment of 
stains and hard water, the proper 
water temperature for white and col- 
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ored clothes are all very ably treated, 
together with some practical ironing 
shortcuts. 


Good Housekeeping 


Good Housekeeping for September 
offers three articles by Good House- 
keeping Institute which are of inter- 
est to electrical dealers. The first of 
these, “Fair and Warmer,” by Adrian 
Clark, staff engineer of the Institute, 
discusses house-heating problems and 
how the householder can, with the aid 
of automatic heat, controls and other 
improvements, increase the efficiency 
and comfort-producing ability of his 
heating plant. There’s sales ammuni- 
tion in it for the dealer who sells heat- 
ing equipment. 

“A Better Way” mingles in its text 
delicious recipes and a discussion of 
the various gadgets used to produce 
them, among which are deep well 
cookers, electric corn poppers and 
other devices. 

“It Can Happen to You” makes the 
startling assertion that serious acci- 
dents in the home out number by far 
the total of all automobile accidents 
and industrial accidents combined. 
Among the outstanding causes of home 
accidents are listed poor lighting fa- 
cilities, worn out extension cords and 
cheap electrical appliances. “Playing 
safe” has an appeal that ought to sell 
more lamps, adequate wiring jobs and 
replacements of old, worn out and in- 
ferior appliances to many a feminine 
prospect. 


The Parents Magazine 


Better Lighting is also featured in 
the September issue of the Parents 
Magazine in an article entitled “A 
Lamp for Study,” which discusses the 
advantages of the I.E.S. study lamp— 
both desk and floor types—for students 
at college and at home. 
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The Merchandising Month By L. £. 


The Salesman's Union Hits Chicago By Tom Blackburn... 6 
Why | Helped Form a Salesman's Union 


From Milwaukee where it got it's start, the Appliance salesman's 
union has now reached Chicago and these two articles supplement the 
first published in this magazine in June. 


What Dealers Think About Electric Razors 


By Laurence Wray 8 


Here is some first hand information taken from a survey of over 500 
dealers who have had razor experience. 


Getting Up Sales Steam 


A note on the "Sales Mean Jobs" crusade and some pointers for 
salesmen who want to cash in on it. 


Just So Much Window Dressing 8y Clotilde Grunsky..... 12 


J. U. Berry of the San Joaquin utility is an important man to the 
dealers in his territory; he dramatizes their stuff. 


Isolated Store Provides Air Conditioning Laboratory 


OTT 
able fabric 
jured by : 
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By Gerald E. Stedman.......... 10 


14 
Here's the air conditioning picture from the standpoint of a small 
mid-western store that installed it.. 
Baby Talk Sells Ranges 17 


—And Hotpoints Mary Lowell Schwin should know—she has one. 
$500,000 in Refrigerator Replacements 8y J.C. Bartlett 18 


Washington's Potomac Edison Company went to bat on the refrig- 
erator replacement market and found it a gold-mine. 


"I'll Wait Till Room Cooler Prices Drop" ............ 20 
This article gives the answer to this type of prospect. 
Lynn's Singing Salesman Says it With Refrigerator 
Dishwasher vs. Housewife .....................0ec0eeees 26 
More Data on Refrigerator Operating Costs ....... 30 
Stop the Service Gauger .............60..-...:cceceeeeee 49 
He Sold 600 Refrigerators 


A Department Store Goes in for Kitchen Planning... 53 


Utah Girls Learn Kitchen Modernization ........... 55 
News—People, Products, Plans 33 
The Product Parade 4a 
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—a tough vegetable fiber that gains 
OTT 0 N strength when wet. The most service- 

gble fabric for garments that get hard wear. Not easily 
jured by strong soaps, cleansing compounds, heat, or 
iction. Heaviest pressure can be used safely. 


IN E N —also a vegetable fiber but not so flexible 

as cotton. Gains strength when wet but 
fontinued use of heavy pressures on the finer grades 
Wch as table linens will break the fibers. Linen irons 
wsier, lasts longer when medium pressure is used. 


. ILKe WOOL —animal fibers that lose 


strength when wet. Heavy 
Pressure causes shrinkage and felting of the fluffy nap 
b woolens and crushes the delicate, tubular fibers of 
ilk. Both may be safely wrung, however, with a 
Well Wringer using “light” pressure. 


Ginn last longer when the pres- 


sure of the wringer rolls is varied 
according to the type of fabric being 
wrung. This is the recommendation of the 
U. S. Government, leading domestic sci- 
ence authorities, and noted textile experts. 


The modern Lovell Wringer with its 
single, easy-to-adjust pressure control 
with visible pressure-indicator provides 
the simplest means for following this 
expert advice. 


With a Lovell Adjustable-Pressure 
Wringer expensive wool blankets, dainty 
silk undergarments, finest linens and 
sheerest cottons can be wrung without the 
slightest injury to the fabric. 


Equally important, a Lovell cleans while 
it wrings. Through pressure it extracts the 
soiled water. And with this soiled water 
are flushed out millions of tiny particles 
of soap, dirt, and lint. That’s why the 
Lovell is correctly termed a Pressure 
Cleansing Wringer. 


Time and labor saving features? A score 
of them! Quality of workmanship and 
material? Unquestioned! And a reputa- 
tion for dependability and performance 
that has endured for more than fifty-five 
years. That is the record that has won for 
the Lovell Wringer the approval of 27 
of the leading washer manufacturers, all 
recognized testing laboratories, and mil- 
lions of satisfied users. 


LOVELL MANUFACTURING COMPANY 


ERIE, PENNSYLVANIA 


These Authorities Recommend 
Adjustable Pressure 
Good Housekeeping Institute 
Procter & Gamble Co. Lever Bros. (Rinso) 
The U. S. Government Boston Cooking School 
Columbia University The Woman’s Institute 
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PREMIE 


Easy to demonstrate. 
Easy to 
Easy 
sell. 

5 


Complete national adver- 
tising program for fall start- 
ing with full page in Good 
Housekeeping Magazine 
for September, released 
August 25th. 


6 


Exclusively represented in 
Model American Village at 
Boardwalk, Atlantic City. 


Good Housekeeping 
Institute 
HOuseKeepinG MACK, 


Tested and approved by Good Housekeeping Institute—for all above-the-floor dusting, for 
dusting of bare floors and for quick pickup of loose surface dirt and litter from floor coverings. 


The indispensable ‘‘partner”’ for floor model vacuum cleaner 


Here's the cleaner that millions of homes, making up the vast and profitable 
vacuum cleaner market, need—can afford—and will want . . . Hundreds of thou- 
sands of tank type cleaner sales, averaging more than twice the retail price of 
Premier Vac-Kit are proof of the tremendous public demand and acceptance of 
this type of cleaner. 


Premier Vac-Kit is easy to demonstrate—easy to understand—easy to operate—easy 
to sell. Its proven appeal, ready market and amazingly low price makes it an 
“OVER-THE-COUNTER-SALE” that any Electrical Dealer or salesman will find 
surprisingly simple to make. It is an indispensable partner for any good motor 
driven brush floor model cleaner now in use, and in combination, will move floor 
cleaners from your store at a real profit. That’s why Premier Vac-Kit can rightly 
be called the Dealers’ Key to the vacuum cleaner market. By sending in the cou- 
pon attached you can get complete information on Premier Vac-Kit immediately. 


34 IVANHOE ROAD « CLEVELAND, OHIO 


THE VACU 


ELECTRIC VACUUM 
CLEANER Inc. 


PREMIER DIVISION 
Electric Vacuum Cleaner Co., Inc. 
1734 Ivanhoe Road ® Cleveland, O. 


Rush complete information on Premier Vac-Kit to 


THE 


FREE-to purchasers of Premier 
Vee-Kit! This attachment which 
sprays thin liquids-— insecticides 
~disinfectants .. 
dealer help to get sales now. 


- an added 


Built by the manufacturer of the 
Famous Premier Floor Cleaner. 
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